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"Consumer Behaviour as a Basis for Destination Selection: 
An Empirical Study of German Tourists to Ireland." 
Abstract 
The primary objective of this research was to explore the criteria that came 
into play when a tourist judges one area over another. It examined the relative 
importance of tourist attributes in contributing to the attractiveness of a travel 
destination. This research is a study of over 1,000 German tourists to Ireland, having 
purchased and experienced the tourism product. 
Extensive review of consumer behaviour literature on theorists such as 
Schiffman and Kanuk (1994), Engel et al (1995), Lewis (1984 & 1987), Mowen 
(1995) and Loudon and Della Bitta (1993) laid a basis for research into tourism 
literature. This resulted in research by Moutinho (1987), Dann (1996), Loker-
Murphy (1996), Crompton (1997), Callan (1998), Gyim6thy (1998), and all recent 
Bord Failte reports. 
The findings of the research displayed a preference by German tourists to 
seek beautiful scenery, contact with hospitable Irish people, and history and culture 
when selecting Ireland as their holiday destination. With 96.2% of German tourists 
indicating they would return to Ireland for a holiday in the future, this shows 
satisfaction with their holiday in Ireland. Results were similar for each region in 
Ireland. 
These results can indicate where marketing is insufficient, or where there is a 
gap between demand and supply. If there is a gap, marketers must rectifY this error 
to ensure sale of their services to a targeted market in the future and to sustain the 
development of tourism. 
Development of city destinations outside of Dublin, access transport, 
shopping facilities and an improved view of value for money is required resulting 
from this research. 
This research will contribute to the body of knowledge in developing an 
understanding of consumer behaviour in the tourism and services industries. 
x 
Chapter One 
Introduction and Thesis Outline 
1. 1. Introduction 
Overseas tourist visits to Ireland grew by 7% in 1997 to 5 million, the sixth 
successive year of growth, generating £2.1 billion in total foreign exchange earnings. 
In the last decade tourist visits have grown by 139%. In 1997, however, the number 
of German tourists to Ireland decreased slightly to 303,000 from 339, 000 the 
previous year. (Tourism Facts, 1998). Last year (1998) Ireland received 5.4 million 
overseas visitors, and earned £2.3 billion in foreign exchange earnings, an increase of 
8.9% on 1997. The forecast for 1999 is an increase of7% in numbers and 9% in 
revenue. (Bord Failte Toursim Watch 2/ 99). 
Tourism has been one of the most signi.ficant and consistent growth industries 
in the world. Tourism ranks among all the 'export industries' and represents 25% of 
the international trade services spending, (Rao, et al 1992). The end ofthe twentieth 
century is shaping up to be a competitive battleground for the tourism industry where 
only the best managed tourism destinations will prosper, (Evans, Fox & Johnson, 
1995). 
It can be said that good research in the tourism industry is an indispensable aid 
to understanding phenomenon in order to act more effectively. It is pragmatic as it 
seeks to explain the relationship between apparently connected activities, and the 
nature of that relationship, (Ryan, 1995). 
The Irish Tourism Industry has paid considerable attention to the development 
of a cohesive strategy for the future branding oflreland. This has been achieved 
through the establishment of tourists perception oflreland. In general, however, scant 
attention has been paid to the following areas in the literature: destination selection, 
destination attractiveness and factors influencing its appeal, and the decision making 
process. 
The area of motivational factors instigating the travel decision process have 
been outlined in areport by the Overseas Tourism Marketing Initiative (OTMI 
Summary Report, German Enquiry Survey, February 1997). Against this background, 
the main purpose of this research is to examine the decision making process by which 
destination selection is made on the basis of destination attractiveness. 
Destination attractiveness is a combination of the relative importance of 
individual benefits and the perceived ability of the destination to deliver individual 
benefits, (Mayo and Jarvis, 1981). It also reflects the feelings, beliefs and perceptions 
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an individual has about a destinations ability to provide satisfaction in relation to his or 
her initial vacation motives, (Hu and Ritchie, 1993). This means the more and 
individual beliefs a tourism region will satisfY his or her vacation needs, the more 
attractive that region will be and the more likely it will be selected as a potential travel 
destination. 
1. 2. Research Focus and Objectives 
This research intends to determine what factors or criteria come into play when 
a tourist selects one area over another. According to the level of overall desire, the 
German traveller will be more or less receptive to tourism stimuli such as 
advertisements and promotions, travel reports, social and personal determinants of 
behaviour such as personality, socio economic status, attitudes and values, reference 
groups and so on. It also proposes to examine the relative importance of all these 
tourist attributes in contributing to the attractiveness of a travel destination, in this 
case, Ireland. 
It will then show how beneficial these results of attractiveness on the basis of 
important criteria chosen, can best aid marketing. It is also suggested that 
identification of these processes can ensure their applicability to the destination 
selection of any alternative destinations and services. In this regard it was decided to 
pay particular attention to the determination of attractiveness of German tourists on 
Ireland. It has already been seen what motivates them to consider Ireland as a 
destination, the aim is to ascertain what makes Ireland attractive that travel to this 
country is actually participated in. This was achieved through the fulfilment of the 
following objectives. 
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The objectives of this research are: 
• To identify decision making models for destination selection; 
• To identifY motives and determinants of travel behaviour; 
• To identifY a basis for judging relative attractiveness in travel behaviour; 
• To identifY the criterion by which tourists select Ireland as a destination; 
• To identifY the range of destination attributes within the criterion range; 
• To determine the degrees of importance of each attribute; 
• To compute a measure of relative attractiveness for each tourism region in Ireland; 
• To develop a set of brand attributes for each region; 
• To provide a basis for judging relative attractiveness among the tourism regions of 
Ireland; 
• To be able to apply this research prototype on an universal basis. 
I. 3. Target Market and Methodology Employed 
Holidays being of such importance to German people means that they invest 
considerable time and effort in planning them. Many people look for information on a 
destination a year or more in advance of their actual holiday. According to the CRS 
(Country of Residence Survey) approximately one in five German tourists arrive in 
Ireland in July and three quarters of them between the months of May and September. 
Timing of arrival for holidaymakers is more concentrated around the months of June to 
August, with 61 % of all holidaymakers arriving during these months. Much of the 
incremental traffic to Ireland from 1990 onwards opted to travel directly from 
mainland Europe by air. This is due to a greater range of scheduled services, 
competitive pricing and a wide variety of charter operations. In 1995, 62% of 
Germans travelled to Ireland by air and 7% by sea from mainland Europe. Air travel 
rose from 47% in 1991 to 61% in 1995, whereas sea travel fell relatively from 16% in 
1991 to 7% in 1995. This was also reflected in the numbers obtained from the present 
research as there was an obvious increase in tourists on charter and scheduled flights in 
relation to a decrease in ferry tourists. (Bord FaiIte, 1996). 
The methodology employed in the compilation ofthis research included a 
review of the literature surrounding both tourist behaviour and previous research 
methodology employed when researching tourists behaviours, a performance and 
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impact analysis gathered from Bord Failte and other tourism industry sources, 
dsicussions with marketing personel with Bord Failte, Aer Rianta and the Central 
Statistics Office, and finally a questionnaire was distributed among German nationals at 
the main exit points around Ireland and the subsequent results were compiled. 
1. 4. Barriers and Limitations to the Research 
It was decided to research the German market as Germany in 1995 led the 
world in the amount spent on foreign holidays. In 1995 alone 319,000 tourists from 
Germany came to Ireland and spent £122 mn on tourism and ancillary services in this 
country. Their minimum annual leave is five weeks, though most get six. They also 
get 10 days public holidays throughout the year. It is not surprising then to discover 
that Germans spend !15th of their income on leisure time activities, and most have at 
least one holiday abroad every year. (Bord Failte, 1996). 
However barriers to conducting this research at a prepurchase stage would 
soon become obvious. While conducting this research many barriers and limitations 
were met. A summary of these are as follows: 
1. A prepurchase research in the area of motives for choosing Ireland was carried out 
by the OTMI on a sample of 1,016 Germans between August and September 1996, 
and a summary report was published in February 1997. Also, time and budget 
available only provides the means for a postpuchase research. It was decided to 
carry out this research at a post purchase stage. 
2. Timing of research also had to take into account the methods employed in Germany 
of staggering holidays to eliviate the problems of combustion on the autbahns and 
rails, during holiday periods. This would therefore relate to reply bias on the 
questionnaires. 
3. Questionnaire design had to take into consideration length due to time available for 
completion, place of adminstration, and possible loss of meaning. It was resolved to 
keep questions and the questionnaire as short as possible to aid a speedy 
completion. This would illiminate some questions which were less important. 
4. A closed, structured questionnaire was chosen leaving no opportunity for 
opinionated responses . This is negative because some opinions which may not have 
been anticipated and which could be important, are not allowed access onto the 
questionnaire answer range. 
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5. After testing the English questionnaire was insufficient. Gennan translation was 
then created to aid comprehension for both the interviewer and the interviewee. 
6. Wording of questions had to be carefully planned to avoid ambiguity, and also 
possible loss of meaning through translations. 
7. Admission to the airports and ferry ports was limited, and in the case of Dun 
Laoghaire, Dublin Port and Cork Port not granted. This would have an effect on 
the final sample frame, and would also be biased in favour of those regions whose 
ports were gained more or less access to, or no access at alL 
8. The sample chosen was hoped to be as similar in size to the OTMI sample size. 
Selection of such a sample size limits the people to be interviewed, as it was 
discovered that in 199646,545 tourists, from Germany had travelled to Ireland for a 
holiday. 
9. Once inside the departure area of the ports, it was difficult to pin tourists down due 
to Duty Free Shops, early boardings, and absentee car owners! 
10.At the analysis stage of the research more barriers were met when trying a 
multivariate type analysis. As skills of the researcher in this area were basic and 
ancillary support was not available at the time, it limited the analysis to basic 
techniques such as frequencies, crosstabulation, comparisons of means, and simple 
plotting on bar charts and line graphs. It was also advised by a statistician that a 
more complicated analysis of a statistical nature, such as regression, would need a 
more complicated and restructured research instrument. 
1. 5. Contents and Layout 
This research is structured into five core chapters. 
Chapter Two: contains a review of the literature surrounding Consumer Behaviour 
and Tourist Behaviour. It reviews the areas of motivation, perceptions and images, 
and choice criteria used when making a holiday decision. In doing so models of 
consumer behaviour employed by Moutinho in his research on 'Consumer Behvaiour 
in Tourism' (1987), were used to illustrate some important areas. 
As a prepurchase research in this area was already conducted by the OTMI for 
Bord Failte during 1996 and a summary report published in 1997, it was determined 
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that the research be carried out a a different decision stage. It was decided to conduct 
the research at post purchase stage. 
An examination of how consumers evaluate performances (holiday experience) 
against expectations (prelist of attributes and criteria important to them), would 
undoubtedly help the tourism marketers match thier promotions and products with the 
needs and wants of the tourist. Therefore the tourists ' behaviour was examined at 
both stages through the literature review. 
Chapter Three: outlines the methodolgy employed in this research. The principal 
objective of this research intends to identifY the factors or criteria which determines 
how a tourist judges one area over another. Similarity, the objective is to gather 
information about the consumer holiday decision making process, whereby a greater 
understanding of the consumer can be obtained and therefore future marketing 
strategies could be planned according to findings. 
It also outlined the main objectives of this research, which are: 
• To identifY decision making models for destination selection; 
• To identifY motives and determinants of travel behaviour; 
• To identifY a basis for judging relative attractiveness in travel behaviour; 
• To identifY the criterion by which tourists select Ireland as a destination; 
• To identifY the range of destination attributes within the criterion range; 
• To determine the degrees of importance of each attribute; 
• To compute a measure ofrelative attractiveness for each tourism region in Ireland; 
• To develop a set of brand attributes for each region; 
• To provide a basis for judging relative attractiveness among the tourism regions of 
Ireland; 
• To be able to apply this research prototype on an universal basis. 
It also focusses on the techniques involved in constructing the questionnaire 
and the barriers and limitations met with when constructing and administering the 
questionnaire to postpurchase German tourists. The sample chosen for research was 
decided at over 1, 000 German tourists to Ireland . 
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Chapter Four: summarises the anlytical techniques employed to gather results and 
findings from the survey. It employed both a basie univariate analysis (frequencies) 
and a bivariate analysis (crosstabulations and comparison of means) to gather the 
results. The results have been summarised to illustrate just a few main examples for 
each variable and attribute as results obtained were quite extensive. Additional results 
can be found in the subsequent appendices. These results helped to form a basis for 
the strategies outhned in chapter five anel the following reccomendations listed in 
chapter six. 
Chapter Five: outlines strategic issues which the industry is facing and the core 
strategies which should be persued in order to achieve the potential of this sector. It 
outlines the critical issues in relation to the results found in the previous chapter in 
relation to the German market. Following the critical issues the core strategies are 
discussed under, the Irish tourism product, value for money, the market and finally 
promotions and advertising. It also outlines the main players in compiling a strategy 
for this markel, Bord Faille, the Industry and the European Union. 
Chapter Six: sets out some recommendations following the results obtained from the 
research and the strategies outlined in chapter five . It outlines and recommends a path 
which should be followed fO achieve the strategies vis a vis the original objectives 
outlined earlier in the research. It concludes the research by indicating the use of this 
research on a universal level and its value for the tourism and marketing industries. 
Appendices were also included to aid understanding of some of the aspects discussed 
in each of the chapters where it was deemed inappropriate to include them in the body 
of the chapters. Some of these include the questionnaire itself (appendix to chapter 
three), and the tables of a completed list of crosstabulations of all variables (appendix 
to chapter four). 
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Chapter Two 
Consumer Behaviour 
2. 1. Introduction 
If marketers are to tackle the challenge of meeting the individual needs of 
customers, it is essential to ensure as far as possible, that their expectations are met, 
(Teare and Calver, 1996). It is difficult to do this without a basic knowledge of 
consumer behaviour. Moutinho (1987) refers to consumer behaviour as the process 
of acquiring and organising information in the direction of a purchase decision and of 
using and evaluating products and services. This encompasses the stages of 
searching for, purchasing, using, evaluating and disposing of products and services. 
One must understand consumer behaviour and all that is encompassed within it 
before tackling the challenge of meeting individual needs. 
Schiffman and Kanuk, (1994) , state a reason for researching consumer 
behaviour is to enable marketers to predict how consumers would react to 
promotional messages, and to understand why consumers made the purchase 
decisions they did. If the consumer is understood marketers will be able to forecast 
how consumers will behave in certain situations, how they may react to various 
informational cues in the environment and hence be able to shape their marketing 
strategies accordingly. Teare, (1990) finds that (in the hospitality services) 
understanding the consumer is important for the design and management of service 
delivery and also the development of consumer theory in the services sector. 
This understanding of consumer's behaviour is vitally important to all business 
people and more importantly to the tourism industry as they deal with people from 
day to day. Berry (1988) emphasises this point even further by suggesting that to be 
"successful in marketing to consumers, a company must determine the needs and 
wants of specific target markets, and deliver the desired satisfactions better than the 
competition." Lundberg (1972) also suggests that the travel agent must know his 
customers, their travel needs, preferences, limitations and habits before trying to sell 
them a service, (Walter and Tong, 1977). The nature of the tourism industry of being 
market rather than product oriented makes it necessary to consider who their 
customers are, where they are, how to target them and with what, in order to satisfy 
their needs and requirements. (Evans, Moutinho & Van Raaij, 1996). 
A major cornerstone of management itself has evolved around customer 
satisfaction with products and services, (Evans, Moutinho & Van Raaij, 1996). The 
marketing concept suggests that to be more profitable an organisation must satisfy 
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consumer needs and wants, (Peter and Olson 1994).as it is concerned with the who? 
where? why? where? and how? of marketing, (Lane and Cooper, 1997) . 
It is this area of consumer behaviour that is of major importance to this 
research as it is the foundation and understanding to which the primary research will 
be based. This chapter will attempt to outline the different sections of consumer 
behaviour that are in direct relation to the research. These are (1) the major 
influences on the tourist individual, (2) the interaction of these influences, (3) the 
stages of decision making for a holiday, and finally (4) the reason why research was 
applied at the post purchase stage of decision making. For the purposes of 
illustrating these areas of discussion, models have been borrowed from Moutinbo's 
research of "Consumer Behaviour in Tourism," (Moutinho, 1987). 
2. 2. Consumer Behaviour 
Market research has been developing since "marketing" grew out of "sales" in 
the early 1950's, (Howard, 1989: 3). Early consumer market research drew from 
Sigmund Freud's psychological research which emphasised the emotional reasons for 
buying behaviour, (Evans, Moutinbo & Van Raaij, 1996). 
Schiffinan and Kanuk (1994) use the term consumer behaviour to refer to the 
way consumers behave when searching for, purchasing, using, evaluating and 
disposing of products and services that they expect will satisfy their needs. This 
agrees with Moutinho's 1987 definition. It can also be seen as the activities of people 
engaged in actual or potential use of market items such as products, services, retail, 
environments or ideas, (Berkman and Gilson, 1978). Mowen (1995) defines 
consumer behaviour as the research of the buying units and the exchange processes 
involved in acquiring, consuming, and disposing of goods, services and experiences, 
and ideas. Peter and Olson (1994) define consumer behaviour as the busy 
'interaction of affect, cognition behaviour and environmental events by which human 
beings conduct the exchange aspects of their lives'. Behaviour is described as a 
function of intention to act, which may in tum be influenced by situational factors 
that intervene between intended and actual behaviour, (Teare, et al 1994). 
It can be concluded from the many definitions above that consumer behaviour 
is the process which individuals undertake to make a decision about a product or 
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service, their intention to act and their actual purchase, their consumption of goods 
and services and their eventual disposal of the product. 
An understanding of the individual's needs and wants is a cornerstone of the 
marketing concept and marketers are increasingly turning to the behavioural sciences 
for knowledge, not only of how the individual relates to his or her environment, but 
also to suggest new market opportunities, (Williams, 1990). As a result, an 
understanding of consumer behaviour is essential to the long - run success of any 
marketing program, (Loudon and Della Bitta, 1993) as it is the needs and wants of 
the consumer which must be met to sustain their loyalty to your product and 
safeguard its future purchase. 
Consumer behaviour, like all human behaviour, is a complex phenomenon, 
(Howard, 1989), and rarely are there easy explanations of why people behave as they 
do. This is especially true when one is researching travel behaviour, (Mayo and 
Jarvis, 1981 ; CERT, 1993). Moutinho (1987) rationalises these findings even 
further by stating that the tourist buying decision is unique as it is an investment with 
no tangible return, and the decision making process is usually made over a 
considerable period of time. Tourists do not expect tangible economic gain from a 
holiday, however the intangible gain of satisfaction is high on their expectations. 
Goodall and Ashworth (1988) also point out that the purchase of tourism products is 
a high risk adventure as it involves substantial financial outlay for something which 
cannot be seen or touched first hand before purchasing it. This is an important 
consideration when one is discussing the pre and post purchase stages of decision 
making, because one will know more about the risks involved after having purchased 
the product and may change his or her attitude towards the repurchase of the service. 
The complexity of travel is also present in the actual foundation of the 
tourism product itself A single entity in the tourism product is made up of thousands 
of attributes or components from which an individual makes his or her decision on 
whether to purchase or not. Tourism is made up of a series of products, including 
services, travel, accommodation, and restaurants, all consisting oflarge numbers of 
component factors . Successful sale of these combined products requires a high level 
of co-operation between the suppliers and an interdependence in their marketing as 
the product is often located a long way from the consumer, (CERT, 1997). 
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To sufficiently market destinations, one must understand how people perceive 
such things as destinations, air travel, distance, and advertising, how they make 
decisions and how tourists and other's influences have a major part to play in this 
process, (Moutinho, 1987). This can be difficult as no two people see a destination 
in exactly the same way, (Mayo and Jarvis, 1981), have the same personality or 
character, and there may be different procedures in the buyer's decision making 
process. During research a person's personality and character must be considered 
but through this research it is only used as a point of influence on the decision making 
process. 
Individual differences between people, the consumers of products and 
services, are deeply embedded in the concepts of personality, socialisation, perception 
and learning, (Teare and Calver, 1994). While considering the aspects of the travel 
decision, one must also consider the broader picture which includes the motivations 
influencing the tourist's decision making process, the attitudes a person may have 
towards a destination and how all four of these factors are affected by various 
influences, (Moutinho, 1987). 
Factors influencing the travel behaviour process can be found internally and 
externally to an individual . Therefore to understand behaviour, examination of the 
interaction of many different elements present at different stages of the tourist's 
decision process from pre purchase to post purchase is required. 
Behavioural aspects of humankind have been an important part of psychology 
for many years but it is a relatively new area to consumer research and is not often 
understood, (Peters and Olson, 1994). A brieflook at 'psychological' or 'internal' 
factors of the individual that may have a direct effect on consumer behaviour will be 
examined. Moutinho (1987) outlines the following factors as major influences on the 
individual travel behaviour: 
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Figure 2 - t. Major Influences on the Individual Travel Behaviour 
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The above factors can not be considered individually, as it is the interaction 
of these elements involved in consumer behaviour which is consumer behaviour. 
Moutinho (1987) again illustrates the interaction of elements which can be seen 
below. 
Figure 2 - 2. Interaction of elements that influence Consumer Behaviour. 
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There can be variations in the actions a consumer might take to purchase 
different products and in the purchase activities that different people use to buy the 
same product The underlying factors that affectlhe actions that individuals take to 
satisfy their needs will be discussed in the following seclions. 
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2.2.1. Personality, Lifestyle and Tourists' Self Image 
Kassarjian and Sheffet, (1991), define personality as a consumers unique 
psychological make-up that influences that person to behave in a particular way in 
interacting with his or her environment. In consumer behaviour personality is defined 
as consistent responses to environmental stimuli, (Kassarjian, 1971). Personality is 
basically a way of differentiating between one consumers behaviour and the next, as it 
is the way individuals differ from one another, (Mayo and Jarvis, 1991). 
Personality is a concept that emphasises the effect of an individual's past 
history on his or her current behaviour. The consideration of personality types is 
important to assess holiday behaviour trends. Psychocentric tourists are more 
concerned with themselves, their security and their safety, are anxious and inhibited. 
They will not travel to a destination if they are not familiar with it. On the other 
hand, allocentric tourists tend to be self confident, outgoing and adventurous. This 
tourist seeks out new and exciting places that few or no tourists have been before. 
(Cooper et a11993; Moutinho, 1987). In this research it is not examined whether a 
tourist is psychocentric or a1locentric, but these differences must be considered when 
researching holiday decision making. 
In understanding tourists behaviour the psychoanalytic theory of personality is 
important. This theory states that the human personality consist of the id, ego and 
superego, and the dynamic interaction of these elements results in unconscious 
motivations that are manifested in observed consumer behaviour, (Engel, Blackwell 
& Miniard, 1990). Personality and lifestyle are psychological notions that have been 
used by those researching consumer behaviour to account for the consumer's 
ensemble, (Loudon and Della Bitta, 1993). The research of personality is a complex 
and broad field of research, encompassing many theoretical explanations, (Albaese, 
1990). The scope of this research limits further discussion on this important area. In 
relation to understanding a consumers personality a brief account of a consumers' 
lifestyle is required. 
Lifestyles are defined as patterns in which people live and spend time and 
money. They are a function of consumers' motivations and prior learning, social 
class, demographics and other variables, (Engel, Blackwell & Miniard, 1990). It also 
reflects the personal values a consumer may have. Lifestyle can be viewed as a 
unique pattern ofliving which influences and is reflected by ones purchase behaviour, 
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(Loudon and Della Bitta, 1993). Many products and services today portrd 
'lifestyle' sought by potential users. For example, a holiday purchase can be seen as 
adventurous, budget tourist, student tourist, education seeking tourist, culture 
seeking etc. These may reflect a consumers' lifestyle when they are in their own 
environment. Consumers express themselves through the activities and interests that 
consist of their day-to-day lives and opinions they hold. These can range from work, 
socialising, sports, and opinions about their and others suitable behaviour. 
The concept of self image is also important to marketers for marketing 
segmentation and positioning of products. Loudon and Della Bitta (1993) suggest 
that purchase intentions tend to be more correlated with the ideal self image. The 
actual self image consists of the expectations a person holds about himself or herself 
and his or her behaviour in relation to a product or service. The tourist may prefer 
destinations that match his or her self image or the image he or she wishes to 
represent to their peers, and therefore this must be taken into account. 
The basic premise underlying personality, lifestyles and self image is that the 
more marketers understand their consumers behaviour, the more effective they can 
communicate their message to them. Personalities are unique to an individual, and 
this could also be said of a tourists learning process. 
2. 2. 2. Learning 
Learning can be viewed as a relatively permanent change in behaviour 
occurring as a result of experience, (Loudon and Della Bitta, 1993). Learning occurs 
as new information and experiences are integrated into the consumer's organised 
system of beliefs and knowledge, (Teare et al. 1994), as a result of the establishment 
of new responses to the environment, (Moutinho, 1987). It also involves the 
development of personal rules and strategies that help one to act out the role of 
purchaser and consumer of various products and services, (Mayo and Jarvis, 1991). 
A tourist making a holiday decision learns to solve problems by knowing the kinds of 
services that best satisfY his or her specific needs. 
Psychologists agree that the responses to what we find in our environment are 
acquired through experience, (Walters and Bergiel, 1989). Berkman and Gilson 
(1978) suggest that learning can be defined as the acquisition of new responses to 
behavioural stimuli in the environment. This process of learning, adapting to changes 
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in the environment, can have an impact on our travel behaviour, (Mayo and Jarvis, 
1991). Certain travel behaviour is as a result of habits, as the individual learns from 
experience what actions are rewarding and which are not. This has a direct effect on 
the tourists' decision on returning to a destination or not, or influencing his or her 
decision based on experience gathered from previous holidays. 
The principal elements ofleaming outlined by Loudon and Della Bitta, (1993), are: 
1. Motives - Will be dealt with in the following section; 
2. Cues - An example ofa 'cue' is, when a tourist is in the act of making a 
destination choice, he or she may be guided by brochures denoting how attractive the 
area might be to them; 
3. Responses - These are learned over time and indicates how a consumer behaves in 
an impulse situation; 
4. Reinforcement - This is anything that may increase the likelihood of a response 
being repeated. (Schiffinan and Kanuk, 1994). 
These elements come into play when claritying the two main types of learned 
behaviour, that is, classical and operant conditioning, (Loudon and Della Bitta, 1993; 
Schiffinan and Kanuk, 1994). 
Conditioning refers to learning based on information and behaviours or 
feelings, (Hawkins, Best & Coney, 1995). Classical conditioning refers to the 
process of using an existing relationship between a stimulus and response to bring 
about learning of the same response to a different stimulus. An example of such is 
recalling the Bord Failte ad when hearing the Cranberries song on the radio, after 
making the association with the song and the ad after first seeing it on television. 
In operant conditioning reinforcement is involved. The subject is persuaded 
to engage in the behaviour and then this behaviour is strengthened. these areas of 
learning behaviour indicate that use of memory plays a large part in the perception 
and learning processes, at the stage of interpretation. (Hawkins, Best & Coney, 
1995). 
After processing the information received through communication by the 
media, the interpretation process begins. This is when a tourist has positive (will 
purchase) or negative (will not purchase), or neutral (undecided - need more 
information) thoughts about a product or service. When destinations are advertised, 
interpretation of pictorial or verbal stimuli is grounded in personality, learned 
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experiences, interests, needs and motives, (Dann, 1996). So how important is 
motivation to the tourists decision making process having learned some information 
through the advertisement? 
2. 2. 3. Motivation 
Gartner (1993) explored the tourists behaviour in destination selection and 
found motivation exerts a major influence over the final decision stage. In the early 
stages alternatives are dropped on such grounds as time constraints and insufficient 
discretionary income. Later as the number of options decrease there is a growing 
emphasis on evaluation of attributes based on criteria as activity performance and 
knowledge. When the potential tourist reaches the actual purchase stage it is based 
on the motives felt when the decision making process was initiated. 
Motivation refers to a state of need, a condition that comprises not only 'pull' 
motives which are linked to the destinations attractions, but also the extent to which 
they correspond to a 'push' on the individual toward actions that are seen to bring 
satisfaction, (Crompton, 1979; Dann, 1977). It is the driving force within individuals 
that impels them to action. This driving force is produced by a state of 
uncomfortable tension, which exists as the result of an unsatisfied need, (Schiffman 
and Kanuk, 1995; Moutinho, 1987). Motivation is an activation , drive and or 
reason to engage in a certain behaviour and to maintain that behaviour. Motivation 
determines the direction and the strength or intensity of behaviour, (Evans et al . 
1996). 
Physiological motives are not learnt and are related to bodily needs, however 
the form of tension reduction can be influenced by cultural factors as well. A tourists' 
motivation is greatly influenced by social factors, the need to belong and the need for 
stability. Motives can be positive or negative; one can be motivated to buy 
something or to avoid something. To approach pleasure and to avoid pain. Holidays 
and entertainment on the whole are examples of products and services appealing to a 
positive motivation. Buying headache tablets or travel sickness tablets are an 
example of negative motivation. 
Because customers experience many kinds of needs, an appreciation of the 
nature of needs would offer a valuable approach to the research of motivating 
influences in travel behaviour. Understanding is a key element in the promotion of 
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destinations to the right market segments and planning development to minimise 
negative impacts of tourism while maximising the positive. 
To comprehend fully the motivations of the tourist it is necessary to 
understand motivational theories and be able to analyse the significance of tourism in 
meeting the needs of individuals living in society that has shifting social, ethical and 
political values. (Surns and Holden 1995). 
Marketing views needs as any motivator that encourages some behavioural 
response. In this way a need can be for necessities such as food and drink, these are 
viewed as primary needs or motives but can equally be for more social and 
psychological reasons, such as belongingness and self esteem, (Evans et al. 1996). 
These are viewed as acquired needs or secondary needs or motives, (Schiffinan and 
Kanuk, 1994). So what motivates people to travel as tourists or why do people need 
a holiday? Is it a certain need that must be fulfilled? 
Motivational theory is the subject of numerous studies. It can be external or 
internal in nature. internal is based on intrinsic needs, drives or emotions, whereas 
external is based on environmental stimuli, (Evans et al . 1996). Owing to the 
complexity of modern life and our separation from our natural environment, the 
individual will be faced with a variety of perceived needs to establish a state of 
physical and mental well-being. 
The most significant and widely quoted pieces of work examining human 
motivation was by Maslow (1954). His theory, called the 'hierarchy of needs' , 
organised the behaviour of the individual according to expressed and subconscious 
needs. His research was carried out on factory workers. The following is a brief 
explanation of his theory. 
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Maslow's Hierarchy Explained 
1. Physiological needs are identified as those needs for human survival. 
2. Safety needs manifest themselves in a desire for a predictable and orderly world. 
3. Love and self-belonging are interpreted as a need for acceptance in a group. 
4. Esteem needs may be subdivided into two categories. The first is for self esteem 
within which the individual develops high evaluation of himself The second, higher 
level esteem need is social esteem, which is a desire for esteem from other people. 
This involves such factors as reputation, prestige, status and importance. 
5. Self actualisation is a form of self fulfillment which allows full development of 
one's potential in the area of your choice. (Bums and Holden, 1995) 
Theorists who follow Maslow' s hierarchy theory infer that to move onto a 
higher level in the hierarchy ooe must have satisfied all preceding levels. This is not 
always true. To be motivated to participate in particular activities one can be driven 
by a combination of several motives working simultaneously, (Hanefors and Larsson 
Mossberg, 1997; Mannel and Iso-Ahola, 1987), with different weightings attached to 
each, unique to the individual concerned. Any assessment of motivation will need to 
incorporate a methodology which permits it to conduct a multivariate analysis, as 
opposed to single trait analysis, of tourist motivation. This has been illustrated in a 
travel needs ladder, (see McIntosh et a1 . 1995; Pearce, 1991; Pearce and Butler, 
1991; Pearce and McDermott, 1991; Pearce, 1988). This travel needs ladder 
suggests that tourists often have more than one motive for travelling to a destination. 
This has long been recognised in the tourism literature as Crompton and McKay 
(1997) point out that tourists motives are likely to be multiple. 
For example a person may be motivated to visit the "Viking Experience" in 
Dublin to expand their knowledge on the historic aspects of Dublin, to experience 
and older culture, to enhance the family experience of togetherness, to entertain a 
child and to be able to do so in secure settings. That is, several levels of the travel 
needs ladder are working together for a rich multimotive picture of travel motivation, 
(McIntosh et aI 1995). This flexibility and variability recognises that motivation may 
change over time and across situations so that in visiting Scotland, the same person 
might emphasise cultural understanding and curiosity motives more than relationship 
and family development motives. 
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Tourists do not visit a place with standard objective destination features but, 
instead, journey to a location where they select activities and holiday experiences 
among those offered to suit their personal psychological and motivational profile. 
(McIntosh et al. 1995). Destinations are no longer seen as simple lists of attractive 
features but as multifunctional venues for tourists with different motivations, (pearce 
and Caltabiano, 1983). 
Other Theories of Tourist Motivation 
Mill and Morrison (1985) see travel as a need or want satisfier. A person 
may need affection and will visit friends and relatives. They refer to motivation as 
when an individual wants to satisfY a need. 
Dann (1977) identified 'anomie' and 'ego enhancement' as basic tourism 
motivators. These are a restatement of Maslow's love and belongingness needs and 
self esteem needs, (Pearce 1982). Dann (1981) also suggests that there are two basic 
levels of travel motivation and the decision to travel; the "Push" factors and the 
"Pull" factors . A simple explanation is the push factors are those that make you want 
to travel in the first place, and the pull factors are those that affect where you travel 
given the initial desire to travel. (Witt and Wright, 1993). They pull you to a certain 
resort after you have been pushed into wanting to travel. The pull factors are 
therefore resulting from a prior need to travel. 
The anomie refers to a need in people for social interaction which can be 
missing in the home. Ego enhancement on the other hand derives from the level of 
personality needs. Just as there is a need for social interaction so too is there a need 
for a person to be recognised. Crompton (1979) agreed with Dann (1977) as far as 
push and pull motives are concerned. He identified seven classified as push motives 
and two as pull motives. 
Push Pull 
1. Escape from a mundane environment; 1. Novelty; 
2. Exploration and evaluation of self; 2. Education. 
3. Relaxation; 
4. Prestige; 
5. Regression; 
6. Enhancement of kinship relationships; 
7. Facilitation of social interaction. 
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Iso- Ahola (1987) identified two other types of push and pull motivators, 
personal and interpersonal. People are motivated to seek leisure activities in order to 
leave behind the personal and! or interpersonal problems of everyday life and to 
obtain personal and! or interpersonal rewards from participation in the activities 
concerned. (Witt and Wright 1993) 
The personal rewards are concerned with -
• Self determination; 
• Sense of competence or mastery; 
• Challenge; 
• Learning; 
• Exploration; 
• Relaxation. 
The interpersonal rewards are those arising from social interaction. 
Hirschman (1984) in research on leisure and sex roles identifies leisure 
motivations at a psychological level such as: 
• Escape from reality; 
• Deep involvement; 
• Competitiveness. 
Krippendorf (1987) points out that there are problems with studies asking 
tourists what their motives for travel are, partly because there are several motives 
that prompt a person to travel. He also outlines eight theories of travel motivation 
found in the literature on tourism. 
Travel is -
• Recuperation and regeneration; 
• Compensation and social integration; 
• Escape; 
• Communication; 
• Freedom and self determination; 
• Self realisation; 
• Happiness; 
• Travel broadens the mind. 
He also suggests that travel is motivated by going away from rather than 
going towards something, and travel motivators are self orientated. (Witt and 
Wright, 1993) 
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Moutinho (1987) in his research on 'Consumer Behaviour in Tourism' 
outlines a list of general travel motivators. They are -
• Educational and cultural; 
• Relaxation, adventure and pleasure; 
• Health and recreation; 
• Ethnic and family; 
• Social and competitive. 
McIntosh et al (1995) outlined four separate basic travel motivations: 
• Physical motivators; 
• Cultural motivators; 
• Interpersonal motivators; 
• Status or prestige motivators. 
Tourists make decisions about destinations and travel modes influenced by 
different sources and in possession of a certain information. In the choice process 
various images are formed about different destinations or services are concerned in 
relation to travel motivation, in a conscious or unconscious way. All these aspects 
are very important to the marketer, for tourists may have wants and needs but they 
may have to be informed and become aware that a given tourist product might meet 
their needs. 
Motivation for travel is often the result of complex motives, including the fun 
and excitement of planning and preparing for a trip. The successful marketing of 
goods and services of all kinds should therefore be based on fundamental 
appreciation of motivation. A discussion of motivations is required to throw light on 
why consumers choose to spend significant amounts of their disposable income on 
travel and tourism rather on other forms of purchase, especially for those involved in 
the marketing of travel and tourism, (Coltman, 1989). 
While motivations are the energising and directing force that makes consumer 
behaviour purposeful and goal directed, the personality and perceptions of the 
consumer guides and directs the behaviour chosen to accomplish goals in different 
situations, (Hawkins, Best & Coney, 1995). 
Goodrich (1978) emphasised a tourists perception of a destination as a critical 
variable in the consumer decision making process, and one which should be reviewed. 
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2. 2. 4. Perception 
Tourists' perception or image of the destination, has a profound effect on the 
purchase process. Lewis in his research on hotels (1985) points out that in certain 
situations, tourists perceptions of how one area or destination may differ from the 
competition can have lasting effects. 
Loker-Murphy (1996), suggests that images and travel experiences presented 
in advertisements and promotions should reflect the travel motives dominant for the 
targeted group. Therefore basing tourism marketing decisions on consumers 
perceptions has become a widely acceptable approach to researching destination 
awareness and intention to visit. Examples of such studies of destination 
attractiveness and awareness are by Urn and Crompton, (1992), Woodside and 
Lyonski, (1989), and also incorporated into a research series on hotels by Lewis 
(1983- 1985) and updated (1987). 
Perception may be defined as a process by which people select, organise and 
interpret sensory stimulation into a meaningful picture of the world, (Williams, 1990; 
Moutinho, 1987), or the way in which an individual gathers and interprets 
information from the environment, (Taylor et ai, 1992). Perception is both unique to 
an individual and powerful in its implications for marketers. Robertson, (1970), 
states that perception is a compromise between what the person is given to see, is set 
to see, wants to see or even wants to avoid. Schiffman and Kanuk (1994) describes 
it as how we see the world around us. 
Perception is the critical activity that links the individual consumer to group, 
situation, and marketer influences, (Hawkins, Best & Coney, 1995). It is influenced 
by familiarity or knowledge of the goods or services on offer, (Goodrich, 1978). (A 
main consideration when conducting the research at a post purchase level.) 
The nature of perception is made up of a series of stages that effects the 
consumer when he or she processes information about a product or service, (Engel et 
ai, 1995). The stages are exposure, attention, interpretation and memory. In the 
perception process, and the present research, we are only concerned with the first 
three, (Hawkins, Best & Coney, 1995). 
Exposure takes place when information and persuasive communication of a 
marketing message reaches the consumer, (Engel et aI. 1995). This may be by sound, 
vision or other sensory receptors. Attention occurs when the information which one 
is initially exposed to actually reaches the brain for processing, (Hawkins, Best & 
Coney, 1995). One does not perceive all the stimuli to which one is exposed to, but 
grasps information selectively through a process of comparison of inputs with 
previously stored information, (Moutinho, 1987). Attention will only be attracted 
and held if the information is pertinent for the individual in terms of his or her 
motivations and needs and is considered relevant to the consumers situation, (Engel 
et al. 1995; Schiffman and Kanuk, 1991). 
The information is then analysed and meaning is applied to the situation, this 
is called interpretation, (Hawkins, Best & Coney, 1995). The perception process is 
now complete. Holiday destination comprehension is related to the halo effect, 
which is the tendency of a tourist to be biased by his or her overall opinion in the 
process of evaluating distinct attributes of a destination or service. Perceptual bias is 
a tendency of people to modify information in the direction of personal meanings. 
This is a form of generalisation and it minimises the effort to make travel decisions. 
(Moutinho, 1987). 
Tourists perception can be viewed by the following: 
• The amount of information available to the tourist; 
• The amount of information the tourist is exposed to; 
• The amount of information actually retained in memory. 
Gyimothy, (1998) concludes that in order to understand the customer's 
assessment of different aspects of the holiday, one must acknowledge that the 
perception of objects is mostly dependent on personal factors. What individuals 
perceive in many situations is determined not only by the nature of stimulus objects, 
but also by the individual's system of values and needs, determined by the social 
context. Abacus (1995) determined that perception is partly the result of actual 
experience and partly the image formed through the experiences of others and 
impressions gathered from various sources, such as books, articles, music, films and 
advertising. 
The perception process is also aided by schema, that is, learning and the 
collection of knowledge and beliefs held by individuals in memory, (Sujan and 
Bettman, 1989). 
Memory is the result oflearning, it is the total accumulation of prior learning 
experiences, (Hawkins, Best & Coney, 1995). This is central to the understanding of 
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consumers as they act upon their cognitions, knowledge or beliefs about the world, 
which are stored in memory, (Loudon and Della Bitta, 1993). Knowledge about the 
tourist product consists of the facts acquired about it through the learning process, 
that are used as the basic material for decision making. 
Marketers main aim after an individual progresses through the perception 
process is for the consumer to retain their service, product or brand image in their 
memory. In the case of destination marketing, marketers strive to make the 
destination as appealing and attractive to as many tourists as possible and for the 
image to be absorbed and maintained in memory for future retrieval and use. 
In order to be successfully promoted in the target markets, a destination must 
be favourably differentiated from its competitors, or positively positioned in the 
minds of the consumers, (Echtner and Ritchie, 1991). A key component of this 
positioning process is the creation and management of a distinctive and appealing 
image of the destination, (Calatone et aI, 1989). An example is Tourism Brand 
Ireland. 
In this research on branding Bord Failte used qualitative focus groups in 
Ireland, the United States, the United Kingdom, Germany, France, and the 
Netherlands, to provide information on the development of an Ireland brand and 
packaging programme. This was carried out in June and July of 1995. 
The German perception of different promotions shown to them was that 
Ireland was a country and culture which was undisturbed by history, (German 
history). It was peaceful and reflective, and unconsciously linked to the German 
traits of Celtic culture, expressing the 'Irish is in us' . There was a distinctive feeling 
of empathy between Ireland and Germany especially in the people, whereby they 
were seen to share a deep emotional character. Ireland was also seen as a 'warm' 
cultured country. In relation to history, tradition and culture, Ireland was seen as a 
destination with ancient and live roots, thus the destination was associated with 
searching for a history and culture and possibly involving a search for roots . What 
they found to be missing from Ireland was a destination that should have more 
information, it was more geared towards adults and families were omitted from 
promotions, Dublin was seen to be a separate entity from Ireland. Also the aspect of 
'fun' was missing from the promotions message excepting from the 'pub culture and 
city life'. In total Germany related the island of Ireland to 'magic ' and ' mythical' with 
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beautiful landscapes and friendly people (Behaviour and Attitudes Marketing 
Research for Bord Failte, 1995). Will this be the case following primary research? 
Hunt (1975) emphasises the importance of the image of the destination as a 
critical factor in the destination choice process. Marketers know that the pre 
experience phase in a tourists holiday is very important, and promotional efforts will 
affect this image. Marketing efforts aimed at this stage must be carefully planned, 
(Taylor, Allardyce & Macpherson, 1992). 
The term images is said to be a theoretical concept incorporating the 
influences of past promotion, reputation and peer evaluation of alternatives. Image 
indicates the expectations of the user, (Dann, 1996; Winzar, Pidcock & Johnson, 
1993; Gensch, 1978 in Gartner and Hunt, 1987). Phelps (1986) describes an image 
as the tourists perceptions or impressions about a place. Reilly (1990) states that it is 
a total impression a place makes on the minds of others, (using an earlier definition by 
Dichter, 1985). BalogJu and Brinberg (1997) refer to an image of a tourism 
destination as the sum of beliefs, ideas and impressions that people have of a place. 
Managers of recreational facilities are interested in the image that individuals 
have of competing recreational alternatives, the factors that influence these images 
and the position that the alternative has in the individuals mind, (Louviere & 
Timmermans, 1990). To remain competitive in today's environment the tourism 
product must be perceived as similar to or better than other countries, it must be seen 
as attractive in every aspect, (Stevens, 1992). Urn and Crompton (1992) and 
Woodside and Lyonski (1989) state that basing tourism marketing decision on 
consumers perceptions and images has become a widely accepted approach 
underlying the research of destination awareness and intention to visit specific 
destinations. 
Destination images are very importance because they embed potential imagery 
of an area into the tourist's mind, allowing them a pre-taste of the particular 
destination, (Hong-bumm Kim, 1998). Evaluative images are also important because 
of their influence on discretionary trip-making behaviour, (Walmsley & Young, 
1998). It is critical for any business to sustain a positive impression to the market it 
tries to serve. 
The creation of tourist images involves the interaction between the needs of 
the tourist and attributes of the host country that are seen as fulfilling these needs, 
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(O'Connor and Cronin, 1993). If this image is perceived as attractive (important) 
and fulfilling (satisfying) the tourists needs, it creates a 'pull' in its direction also 
invents a motive for traveling to the destination. 
Given the information possessed about a destination through the perception, 
memory and learning processes, the tourists will form an image about the destination. 
This is his or her attitude towards the destination. 
2. 2. 5. Attitudes 
An attitude reflects a persons motivation to gain practical benefits, express his 
or her lifestyles and values and organise knowledge about objects in his or her 
environment, (Katz, 1960). An attitude consists of motivational, emotional, 
perceptual and cognitive processes with respect to some aspect of our environment. 
It is also a learned predisposition to respond in a consistently favourable or 
unfavourable manner with respect to a given object, (Hawkins, Best and Coney, 
1995; Schiffinan and Kanuk, 1994; Schiffinan and Kanuk, 1991; Moutinho, 1987). 
An object can be anything from issues, actions, behaviours, or events. A 
learned predispostition relates to any information regarding the object gathered from 
direct or indirect experience with the object through other people, media, etc. This 
can also be changed or influenced depending on the events or circumstance a person 
finds themselves in at the moment of behaviour, and if favourable, then becomes the 
consumers preference. (Schiffinan and Kanuk, 1991). 
The basic Fishbein theory of attitudes states that an individuals attitudes 
toward a product or selVice, is a function ofthe amount of valued attributes that the 
individual perceives it to have, and of the importance of those attributes to the 
individual, (Goodrich, 1978). In tourism, attitudes are feelings towards a holiday, 
destination or service based on multiple perceived attributes. 
As a group ofloosely interrelated social psychological principles, attribution 
theory attempts to explain how people assign causality to events on the basis of either 
their own behaviour or the behaviour of others, (Schiffinan and Kanuk, 1991). Self 
perception theory explains that attitudes develop as consumers look at and make 
judgments, or draw inferences, about their own behaviour. These are based on 
internal attributes, assigning causality to ones self, such as 'I made this holiday 
memorable by planning it well', or external attributes, assigning causality to other 
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people, situations or things, such as 'this holiday was good because of the fiiendly 
people, the nice travel agent who planned things well, and the good weather' . 
(Schiffman and Kanuk, 1991), 
Attributions are relevant to consumer satisfaction, When consumers are 
evaluating performance they are likely to form product attributions. They want to 
discover whether it does or does not meet their expectations, and these attributes 
help to distinguish parts that satisfied or dissatisfied them. 
Our attitudes, interests and outlook toward life are related to our attitudes 
towards different kinds of vacation experiences and to what we would like to find in 
a destination and holiday, (Moutinho, 1987). Attitude formation is directly 
influenced by personal, psychological and environmental factors, (F oxall, 1983 & 
1986). Marketers use consumers attitudes towards a product for segmentation 
purposes and marketing ploys. 
It has been suggested that the needs and desires of tourists will influence their 
attitudes and behaviours while on holiday, for example international tourists 
motivated to meet new people are likely to approach their holiday differently than 
tourists motivated to rest in a peaceful environment, (Fisher and Price, 1991). Fisher 
and Price (1991) also concluded from their research that in general travel motivations 
had a direct effect on holiday satisfaction and post vacation attitude change. 
Once a tourist has formed an attitude favourable towards a destination the 
next step in the process is intention to act. The is the likelihood of purchasing the 
tourist product or the readiness to buy. This is influenced by individuals 
idiosyncrasies and by social and situational factors which would occur at the time of 
purchase. 
Consumer idiosyncrasies are an fundamental part of a consumers make up, 
(Wells and Prensky, 1996), This refers to the way a person is, their chosen lifestyle, 
their self perception and their image of others and things, (Mayo and Jarvis, 1981), 
Consumer characteristics are mainly hereditary, but throughout ones life and with 
constant interaction with others characteristics may be formed changed and 
influenced in one or another direction, This is based on a consumers cultural 
background and values, demographic, psychological and social attributes, and many 
other socio- cultural factors. 
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A substantial amount of the behavioural processes involves interaction with 
other influences found internal or external to a consumer. Most of the consumers 
behavioural processes will take place in group situations among many types of 
cultures and settings. 
The following section on environmental influences on consumer behaviour 
takes a brieflook at cultures, demographics, social classes, reference groups, the 
family and households, how each effects each other and how each has an effect on 
the tourists ' behaviour. 
2. 3. Environmental Influences on Consumer Behaviour 
The environment refers to all the physical and social characteristics of a 
consumer' s external world, including physical objects and social behaviour of other 
people. The social environment is made up of all interactions among and between 
people, including those which occur among cultures, social groups, social classes, 
families and other reference groups. The physical environment includes all the non 
human aspects of the external world that can affect consumer behaviour, including 
such things as time, weather, lighting etc. (Peter and Olson, 1994). 
In the following sections these aspects of the environment are disused in the 
context of tourist behaviour and the present research situation. 
2. 3. 1. Culture 
Loudon and Della Bitta (1 993) state that it is difficult to present one 
definition of culture and expect it to be relevant to the understanding of consumers. 
Culture is made up of elements of society that refer to values, ideas, beliefs and 
attitudes in society. It serves to shape human behaviour. (Moutinho, 1987) Peter 
and Olson (1994), determine that culture can be defined as the meanings that are 
shared by (most) people in a social group, their complex design for living, and 
everything that is socially learned by the members of society, (Loudon and Della 
Bitta, 1993; Berelson and Steiner, 1964). The culture in which one, lives can be 
viewed as one large, impersonal reference group. (Mayo and Jarvis, 1981). 
Culture is functional in providing guidelines for consumer behaviour, learned 
by consumers from family and friends and strengthened by books, movies, television 
and advertising, and important, as it evolves to reflect changes in the environment. 
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Cultural and social heritage has a strong influence on consumers and tourists 
behaviour. 
Not all sectors of society have the same cultural meaning, therefore the 
marketer must distinguish between these different groups. These groups are referred 
to as subcultures. They too have values, customs and traditions that are specific to a 
particular group within a culture, (Loudon and Della Bitta, 1993). 
Consumers can be divided into groups of ethnic origin such as race, 
nationality and religion, gender, age, adult, elderly, income level, occupation, 
geographic region, and family, (peter and Olson, 1994). Age can also be used for 
segmenting purposes, revealing differences in tourism motivations, planning and cost 
of travel, (Lieux, et al 1994; Schiffman & Kanuk, 1994). These groups can be 
further divided into a demographic structure or a psychographic structure of a 
group. 
Demographics describe a population in terms of its size, structure and 
distribution, (Hawkins, Best & Coney, 1995), but can be misleading if used for 
segmenting purposes alone, (Cooper, 1984; Oates, Shufeldt & Vaught, 1996). Size 
relates to the total number of individuals in a population, while structure describes the 
population in terms of age, income, education and occupation. Distribution describes 
a population in terms of geographic region. 
Population size is important to tourism when deciding on what sample size to 
research and how important a market is to the tourism industry. There is also a direct 
connection here with a tourists occupation and disposable incomes. (Loudon & Della 
Bitta, 1993). 
Differences in consumption levels between occupational classes can be quite 
obvious. For example a business tourist will require the best of hotels, taxis to and 
from the airport, and premier class flights to and from the destination, where the 
pleasure tourist will travel economy or standard class to the destination, take the 
shuttle bus from the airport to the final destination of accommodation, and stay with 
mends or family while on holiday. 
This is a simple breakdown of two categories of tourists, as we know there 
are many types of tourists from the budget tourist to the cruise line tourist. In this 
research, only pleasure tourists were approached to complete the questionnaire and 
this aspect of the demographic structure was not required . 
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A critical aspect of demographics for marketers is income and the distribution 
of income. This is also true for travel and tourists disposable incomes. Marketers 
often consider income as a subculture as people with similar incomes often have 
similar cultures, values, behaviours and lifestyles, (Schiffinan and Kanuk, 1994). 
Business tourists are assumed to have more discretionary income. The pleasure 
tourist may not. 
Consumers at all income levels demand products and services that will give 
value for money and in turn help their satisfaction, which is also true for the tourist 
while on holiday. There are many economic factors at work here such as standard of 
living in their home country, distribution of wealth, exchange rate from one currency 
to another and standard ofliving in the host country. (Hawkins, Best & Cooney, 
1995). 
Behaviour during the decision making process will also be considerably 
different as the groups with differing budgets, and notably different values, needs and 
desires, will chose different ways and methods of making the purchase. 
As different income levels have different ways and methods of making a 
purchase because of the differing influences that can be exerted on the consumers, 
age and gender can also be found to effect consumption of products and services. 
Gender and age are similar when segmenting different subcultures. As men 
and women have differences in their needs and behaviours, (Meyers- Levy et al 
1991), so too do different generations. Consider a marketers dilemma when 
considering advertising travel to adolescents and the elderly. Does he market an 
adventure holiday to the elderly, and a pleasure cruise to the adolescent? Why not? 
Most elderly tourists will not be as active as an adolescent and therefore the 
adventure holiday should be targeted at the adolescent. But it is not only age or 
gender that will come into consideration when trying to understand different 
consumers behaviours, and these divisions may be completely different from country 
to country. 
Different parts of the world have different physical environments and social 
environments, and these factors influence peoples buying behaviour. Tourists in 
Germany may have different values, images of their 'perfect' holiday, and ways and 
means of satisfYing their requirements to French or English tourists coming to 
Ireland. Within Germany, Bavarians, or those that reside in Bavaria, may have 
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different values or images of their perfect holiday to those that reside in Hessen. The 
different criteria or attributes which are considered important to these tourists while 
considering holidaying in Ireland are of vital importance to marketers. 
Another area of the social environment in which a consumer interacts and is 
influenced is the concept of social class. (Schiffman & Kanuk, 1994) 
2. 3. 2. Social Class 
Social class refers to a status hierarchy by which groups and individuals are 
distinguished in terms of esteem, prestige, attitudes, values and lifestyles, (Hawkins, 
Best & Coney, 1995). High social classes have more social, economic and political 
power than do lower social classes. It is based on income levels, education and 
occupation, (Coleman, 1983). 
Social classes can be subdivided into the following categories outlined by 
Coleman (1 983) in Loudon and Della Bitta (1993): 
• Upper- upper class; 
• Lower-upper class; 
• Upper- middle class; 
• Middle class; 
• Working class; 
• Upper-lower class; 
• Lower- lower class. 
Buyer behaviour can be different across these classes. It is also important to 
note here that Coleman' s class structure is related to the American market, but can be 
adapted to suit any market, in any country. Among the social class structures is the 
the interaction of and influence of groups on consumers behaviour. This is referred 
to as reference group influence. 
A reference group is a person or group of people that one uses as a standard 
of reference for his or her general or specific thoughts, feelings and actions, (Park 
and Lessig, 1977). Families, friends, peers, work or college colleagues, community 
in which one lives or a group one aspires to are all reference groups. Reference 
groups provide a route through which all other environmental influences have an 
effect on the consumers behavioural processes, (Wells and Prensky, 1996). 
Reference groups exert a key influence on the tourist or consumers beliefs, attitudes 
and choices, (Moutinho, 1987). 
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Robert, (1981) states that the family unit is the single most important leisure 
group in western society, and is the basic unit of, (Buttle, 1986). The definition of a 
family preferred by the Collins Dictionary, (1994), is such that, "a family is a group of 
parents, children or near relatives." 
As the basic social unit, the families influence on tourism demand is extremely 
important, as it often acts as the purchasing unit and may be supplying the needs of 
perhaps two or more generations. In addition it socialises children to adopt particular 
forms of purchasing behaviour and acts as a wider reference group. (Cooper et al. 
1993). 
Nichols et a! (1988) defined a (tourist) family as a husband and wife, 
travelling with or without children. It is also the predominant socia! group in which 
people choose to spend their free time, particularly holidays. 
Marketers are interested in familial decision making and how they interact and 
influence one another when making purchase choices. Families differ from one 
another and across countries and cultures. In recent years the family has brought 
with it many changes from the traditional family structure of husband, wife and 2.4 
children, to the modern nuclear family of ' single parent' status, divorce and 
separation. 
Marketers focus their research on the stages in the family lifecyc1e, the 
purchase roles among families and the decision making styles among families. These 
can be outlined as follows: (powers, 1990) 
• Newly Wed - those without children will spend more on luxuries are more 
susceptible to advertising and will have more leisure time to travel; 
• Fun Nest I - those with young children travel less because they have lees 
discretionary income and leisure time; 
• Fun Nest '2 - children are older, have more influence over purchases; 
• Empty Nest I - children have left home and discretionary time and income has 
slightly increased again; 
• Retired - may be saving their pensions for a rainy day, less disposable income, 
more leisure time, travel will be restricted. 
Research by Oppermann (1995a) showed that many aspects of the tourists' 
travel patterns are related to their stage in the family life cycle. For example there 
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exists a strong positive sununer and winter deviation reflecting major school breaks 
among many tourists. Cullingford (1995) highlights the importance of children in the 
choice of tourist destinations at certain stages in the family life cycle, but they are not 
assumed to be influential in decision making. 
An understanding ofthe basic needs along the family life cycle is important to 
understanding the tourists behaviour. Owing to the high cost of travel with older 
children, it can be expected to effect the travel destination choice, use of 
acconunodation and choice of transportation, (Oppermann, I 995b). It can be true 
that children will enjoy any type of travel experience, but beyond a certain age they 
will begin to perceive certain travel destinations and leisure activities as preferable to 
others, (Mayo and Jarvis, 1981). When this happens they will begin to take an active 
pan: in the family decision making. With retirement, greater personal flexibility 
allows retirees more latitude in the selection of the length of the holiday and the time 
when it can be taken. 
There may be more than one person involved in the purchasing stage. 
Schiffinan and Kanuk (1994) outline the purchasing roles families may be involved in 
under the following: 
1. Initiator - the person who raises the need for the purchases; 
2. Gatekeeper - those who control the flow of information to the family; 
3. Influencer - people who are consulted or raise their opinion on the purchase; 
4. Decider - person with the authority to make the decision purchase; 
5. Buyer - person who makes the purchase; 
6. Consumer - users of the purchase. 
There is still yet another step to be taken in explaining the family'S role in purchases. 
Brady, (1993) provides a framework for understanding purchase decisions in the 
family. 
• Wife Dominant 
• Husband Dominant 
• Joint 
• Autonomic 
The wife has self reliant influence over the purchase; 
The husbands determines the outcome of the purchase; 
Neither dominates, participation is shared; 
Distinction of dominance of either is not obvious. 
In most situations of a holiday purchase it is found to involve all family 
members, and decisions are made jointly. Marketers recognise that a family's make 
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up is a significant determinant of the product and services that household buys, 
(Wagner and Hanna, 1983). However households may not necessarily be made up of 
families alone. Households may consist of friends living together, cohabiting couples 
and fiatmates. All have an influence on each other in the area of consumer behaviour. 
Behavioural aspects of consumers and the environmental factors that may 
influence a person have briefly been discussed. Now the area of destination selection 
in consumer decision making will be reviewed. 
2. 4. Consumer Decision Making 
Decision making can be defined as selecting a course of action through a 
process that involves a series of steps or events, (Milman, \993). When making a 
decision of any description, in this case to buy a holiday, one will have to go through 
a series of stages in order to come to a decision of whether or not to purchase a 
holiday. It can be seen as the outcome of mental processes whereby one action is 
chosen from a set of alternatives. 
According to Schiffman and Kanuk, (I 994), the act of making a decision 
consists of three basic stages: 
1. Need recognition - Occurs when the consumer is faced with a problem; When in 
need of a holiday or break from routine; 
2. Pre-purchase search - Begins when a need is recognised that might be satisfied by 
the purchase and consumption of services; A holiday may satisfy the need for time 
off work; 
3. Evaluation of alternatives - Alternatives are evaluated on levels of attributes and 
criteria specific to the situation and consumer involved; Which holiday destination 
will best satisfy the needs of the tourist. 
A five stage decision making process first introduced by John Dewey in 1910 
has since been widely accepted as the central pillar of consumer behaviour models, 
(Bruner II and Pomazal, \988) . This is outlined by Engel et al. (1995): 
1. Problem recognition - Perception of difference between the desired state of affairs 
and the actual situation; 
2. Search for information - This can take the form of an internal memory search or 
external environmental media or stimuli search; 
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3. Evaluation of alternatives - This happens at the prepurchase stage of decision 
making. Options are evaluated in terms of expected benefits finally narrowing the 
choice to the preferred alternative; 
4. Intent to purchase and choice - Intending to or actually purchasing the preferred 
alternative; 
5. Post purchase evaluation - The purchase is evaluated on expected beliefs and its 
outcome, i. e. if the consumer has been satisfied or dissatisfied by the experience. 
Buyer behaviour models are an extremely useful tool for planning and co-
ordinating research studies. The most descriptive of the consumer behaviour models 
in marketing should include Howard and Sheth (1969), Engel et al (1978), and 
Nicosia (1966), (Moutinho, 1987). A decision model seeks to represent the often 
complex array offactors which influence consumer decision making. It can be 
regarded as a blueprint which shows essential elements of a larger system, 
(Karmarck, 1983). Decision models describe how information is acquired and related 
in order to make a decision. Most of the models deal with five different steps in the 
decision process as outlined above, (Moutinho, 1987). 
A tourist holiday behaviour model is presented below, which is again taken 
from Moutinho (1987), and which will provide a framework for analysis for 
understanding consumer behaviour. 
The model consists of three parts: (1) Pre decision and decision process, 
which will be used to from the basis for the theory behind this research, (2) Post 
purchase evaluation, this will be used to explain why research was undertaken at post 
holiday stage, (3) Future decision making, again this will explain why research was 
undertaken at the post holiday stage. 
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Figure 2 - 3. A Holiday Tourist Behaviour Model. (Source: Moutinho,1987: 40.) 
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Problem recognition, the initial stage in any decision making process, occurs 
when a significant difference develops between a persons desired state and actual 
state with respect to a particular want or need, (Bruner II and Pomazal, 1988; Engel 
et al 1995). Recognising the need of a holiday could be as a result of boredom with 
everyday life, needing a break, the desire to travel to a specific destination, or being 
motivated to visit friends and family etc. Recognising the need or problem initiates 
the decision process through search for information about alternatives. 
Information search, the second stage of the decision making process, can be 
defined as the motivated activation of knowledge about different tourist products 
learned and stored in memory or acquisition of information from the environment, 
(Moutinho, 1987: Engel et al 1995). 
Search is greatest among those who are inexperienced, perceive high risk or 
need to make the best possible decision, (Mayo and Jarvis, 1981). Search will also 
depend on the level of involvement. Higher involvement will lead to greater search 
on alternatives and vice versa. This will vary if it is the tourists first time coming to 
this country, (inexperienced, high risk and high involvement), or if they have visited 
Ireland before, (experienced, lower risk perceived, low involvement). Involvement 
levels effect satisfaction levels at a later stage in the decision process, (Richins & 
Bloch, 1988). 
Once enough search for information on alternatives has been gathered, 
evaluation of the different destinations takes place. The final act is seen as emerging 
from a funneling process that portrays how experience of a problem triggers search 
activities that gradually narrow the area of possible solutions until a final solution is 
found 
Howard (1963) originally defined evoked set as the accumulation of brands 
the buyer considers in the decision process. The concept of evoked set has been 
developed to describe the subset of products, services, brands or attributes a buyer 
actually considers in a specific brand choice, (Berkman and Gilson, 1978). In travel 
behaviour this is the set of alternatives tourists will consider in making a purchase 
choice, (Woodside and Sherrell, 1977; Woodside, Ronkainen & Reid, 1977; 
Moutinho, 1987), or late consideration choice set (Crompton, 1992). 
A destination will be evaluated on attributes and criteria that are deemed 
important to the individual tourist. Evaluative criteria are the various features a 
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tourist looks for in response to a particular need, (Hawkins, Best & Coney, 1993), 
certain attributes, or groups of attributes, may be sought to fulfill an underlying 
motivation in a tourist to go on holiday to a particular destination. 
Lambert (1979), Lumpkin et al (1985), and Mason and Bearden (1978) (in 
Oates et alI996), imply that attributes and shopping patterns (of the elderly) are 
based on consumers perceptions of how the retailers meet their needs and wants. 
This relates to perception and the image of the host country held by the individuaL 
Folkes (1988) believes that it is the cause and effect relationship of 
consumers perceptions that is central to consumer behaviour and hence the reason 
why products and services are purchased. In fact Walters and Bergiel (1989) point 
out that at the heart of consumer decision making is perception. 
Folkes (1988) also states that attributions have often been studied as a 
postpurchase phenomenon. Most judgments about product or service attributions are 
made after the product or services have been selected. Attributions play an important 
role at the beginning of the decision making process. Advertisements (targeting 
problem recognition stage), include causal inferences where the product or service 
attributes accented will limit the results considered by consumers. If a German 
tourist was looking for peace and tranquillity from a holiday, yet the Bord Failte 
advertisement only portrayed hectic night life and the Scottish Tourism advertisement 
portrayed remote, undisturbed holiday villages, then the tourist would progress to 
search for more information on holidays in Scotland. Consumers attributions can 
guide and define decision making, (Folkes, 1988). 
Attribute importance, and consumers perception of attributes, have been the 
focus of many surveys in marketing research, (Oh & Parks, 1998). Callan (1998) 
presented a research on attributional analysis of hotel selection, and outlined previous 
attributional research carried out in this area. Lewis series (J 983- 1985), based a 
research on hotel selection on 66 attributes, concerned with perception and 
importance of those attributes. This was later updated (1987) to discover gaps 
between sales and consumer expectations, using 44 hotel attributes. Ananth et al 
(1992) obtained results from members of the Alumni Association of the Pennsylvania 
State University isolating 57 hotel attributes to determine which were significantly 
more important when selecting hotels. Callan (1998) based his survey on 166 hotel 
attributes and the use of hotel classification system, to determine hotel selection. 
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In the tourism area Corey (1996) suggests that studies concerned with 
destination choice have focused on identifYing the dominant destination attributes and 
situational variables that impact on choice, which is heavily influenced by situational 
stimuli . Consumers evaluating brands or alternatives face a process of evaluating a 
relatively consistent set of attributes across the different competing alternatives, 
(Johnson, 1984; Howey, 1997). Many of these studies have listed factors or 
attributes that consumers will consider important before determining which 
alternative to choose. Some of these studies such as Unger and Kernan (1983), 
Foxall (1983), Fisher and Price (1991), Corey (1996), Dann (1996), Lang, O'Leary 
and Morrison, (1997), Bord Faille Visitor Attitude Surveys (1991- 1997), Callan 
(1998), have come up with the following list of criteria: 
1. Price and value for money; 
2. Accessibility and travel costs; 
3. Hospitality of host nation and people; 
4. Destination view of tourists and tourism; 
5. Activities available; 
6. Facilities available; 
7. Scenic beauty; 
8. Environmental awareness; 
9. Historical and cultural interests; 
10. The opportunity for rest and relaxation; 
11.Entertainment available; 
12. Shopping facilities . 
These are based on the initial motives for travelling. Criteria such as quality 
and value for money are harder to judge as the tourism product is intangible and 
probably located far from the potential tourist. Consumers do not necessarily 
consider a large number of choice criteria in the evaluation process. In fact given 
their limited cognitive capacity, the number of choice criteria considered at anyone 
time may be as little as one or two, (Kroes and Sheldon, 1988). 
Ezell and Motes (1985) outlined three important points when considering 
choice criteria of consumers. (1) More than one criterion is used when evaluating 
alternatives; (2) The actual number of criterion used is small but also varies from 
consumer to consumer; and (3) It is often assumed that cost is the most important 
criterion. Walters and Bergiel (1989) suggest that when a consumer arrives closer to 
making the decision, one particular criterion becomes the focal point of the decision. 
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The individual will make his or her choice depending on the importance of the 
attributes of the destination to them, and if the individual believes the chosen 
destination will produce maximum satisfaction. This will depend on having the time 
and money available to do so. 
The understanding of the perceived importance of various destination 
attributes to consumers is an important first step to facilitate market segmentation 
and promotion. (Mok and Armstrong, 1995). Howey (1997), points out, from a 
managerial standpoint it is evident that knowledge of which attributes are used in the 
decision process can be a very important marketing tool. Advertisements and other 
promotions could be created that speak to the attributes a particular group of people 
consider important. 
Intention to purchase is the next stage. This is referred to by Moutinho 
(1987), as the readiness to buy, and is followed by immediate choice. This choice is 
governed by decision rules such as the following: 
• Conjunctive or threshold rule - Options are eliminated if they are seen to possess 
an unacceptable attribute. 
• Disjunctive rule - Options are chosen when they are seen to possess a single 
overwhelming advantage. 
• Lexicographic rule - Options are screened by priorities. 
• Compensatory rule - Option chosen is seen to have the best overall balance of 
favourable attributes. 
• Elimination by aspects - Evaluation starts with the most important attribute and 
alternatives are evaluated by cut off points. Those exceeding the cut off point on the 
first attribute are then evaluated by the second and so on, until all attributes have 
been evaluated. (Walters and Bergiel, 1989; Bettman and Zins, 1991 ; Schiffinan 
and Kanuk, 199 1; Evans et al 1996). 
Once the purchase decision has been made using one or more of the above 
rules, the individual will then evaluate the purchase to establish whether it was 
satisfactory or not. This is referred to as the post-purchase evaluative stage, 
(Schiffinan and Kanuk, 1994; Moutinho, 1987). This stage has a major influence on 
the future use or purchase of goods and services, as Foxall (J 983 : 1) points out that, 
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"behaviour is the result, not of intrapersonal events, but of the consequences of 
previous behaviour in similar situations" 
Post-purchase evaluative stage has three major purposes. First it adds to the 
tourist store of experiences, and it is through post purchase assessment that the 
experience is taken into the tourists frame of reference in memory. Second it 
provides a check on market related decisions. Finally it serves as a basis for future 
decision making. (Moutinho, 1987; Walters and Bergiel, 1989). 
If a tourist is dissatisfied with the tourism product he or she experienced in 
Ireland after booking a Bord Failte holiday break, this may influence him or her never 
to return. This may be based on a simple fact, even it was a once off cycle of bad 
weather, inhospitable people, bad service. Dissatisfaction increases with negative 
disconfirmation, whereas satisfaction increases as expectations are met or exceeded, 
(Jones Nolan and Swan, ]985). Blythe (1997) using Oliver' s (1980) expectancy 
disconfirmation model states that satisfaction or dissatisfaction is the result of 
comparing pre-purchase expectations and post -purchase outcomes, and post 
purchase dissonance occurs when anticipation exceeds actuality, (Blythe, 1997; 
Barsky & Labagh, 1992; Swan, 1988; Pizam, Neumann & Reichel, 1978). 
In planning for a satisfYing holiday, tourists try to achieve a good fit between 
their own aspirations, needs, which varies from person to person, and the 
opportunities that a particular destination offers them (Moutinho, 1987). Satisfaction 
is defined as an evaluation that the chosen alternative is consistent with prior beliefs 
with respect to the alternative. An evaluation of satisfaction or dissatisfaction 
becomes a part oflong term memory, and hence it can exert an effect on holiday 
destination beliefs and attitudes. The tourists perceived needs and motives for taking 
the trip in the first place and the fulfilled needs after the holiday is over determine 
how satisfied the tourist will be. To purchase alternative holiday destinations is a 
direct outcome of a tourist being satisfied or dissatisfied. Customer satisfaction is 
assumed to positively affect (travel) business performance and loyalty, whereas 
dissatisfied customers are said to be inclined to change, (Hanefors and Larsson 
Mossberg, 1997). 
A more complete knowledge of how consumers evaluate performances (the 
holiday experience) against their expectations (list of attributes and criteria important 
to them), would help people in the travel and tourism marketing industry match their 
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promotions and products with the needs and wants of the tourist. (Walter & Tong, 
1977). Marketing of tourists services have been preoccupied with satisfYing the 
needs of the consumer, (McNeal, 1969). Teare et al (1994) states that consumer 
satisfaction is derived from different kinds of service experience and interaction 
which are unique to the occasion and situation. It is the fulfillment of a motivating 
state or the realisation of an expectation, through the purchase of a product or 
service, or the result of the interaction between tourists experience at the destination 
area and the expectations he or she had about the destination, (Teare et al 1994). 
It is important to maximise satisfaction with a tourist service to ensure repeat 
purchase and return visits to Ireland. When expectations are met or exceeded by 
tourism operations, one can expect repeat business and positive word of mouth 
advertising, (McIntosh et al 1995) To enable this to happen an understanding of 
what the consumer needs, desires, wants and expects of his or her holiday in Ireland 
is inevitable, as are the motives and perceptions of the tourist and the attributes 
considered important by the tourist. To discover what these needs, desires and 
expectations are, and what the tourist perceives as important attributes of a holiday 
destination, a complete understanding of the consumers behaviour is required, and 
therefore research on tourists in Ireland at the post purchase evaluative stage is a 
must. As competition becomes more intense, an understanding of consumers 
behaviuor is vitally important for the design and management of service delivery and 
also the development of consumer behaviour theory in the services sector. 
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2. 5. Conclusion 
This chapter attempted to explore consumers behaviour, especially tourists 
behaviour, during the decision making process, by adopting a post purchase view. 
Moutinho's (1987) Consumer Behaviour Models were adopted as tools of explaining 
the theory behind the investigation. 
Prepurchase Research 
A prepurchase research in the area of motives for choosing Ireland as a holiday 
destination was carried out by the OIM! for Bord Failte during 1996 and a summary 
report was published in February 1997. It was obvious therefore that the research 
must be carried out at a separate stage in the consumers decision making process to 
aid comprehension of the behavioural processes of tourists. 
Post Purchase Research 
Post purchase evaluative stage was chosen as the sample would be established as the 
tourist had already purchased and consumed the service, only now to be evaluated for 
possible future and repeat purchasing. This involves the use of the tourists 
perceptions and evaluation of the package as a whole, and also evaluation of the 
many different attributes and criteria that go together to make up the holiday 
package. 
Tourists perceptions of attributes and criteria, (which are evaluated at both 
pre and post purchase stages of the decision making process), as explained in the 
earlier sections, relates directly back to a tourists initial motives for traveling on a 
holiday, (which is inaugurated at problem recognition stage). 
As the final section on satisfaction shows customer retention and protecting 
repeat purchases is extremely important in an increasing fickle and competitive 
market place. It is less expensive to retain customers than to pursue new potential 
tourists, and it can also be disastrous to have tourists return to their home town or 
country only to advertise your product in an unfortunate way by word of mouth. 
Although if the tourists motives and expectations were not only met but 
exceeded, marketers would not have to fear bad publicity but to expect repeat 
purchases. It is imperative for marketers of tourism products not to mislead potential 
tourists by inaccurate advertising but to seek out their needs, wants and desires, 
arouse their motives and therefore market accordingly to them. 
46 
The need to research the destination choice process has become more 
important in recent years as a result of the rapid growth of both travel demand and 
the tourist industry. The struggle of the industry to attract more potential tourists has 
also grown, as tourists have become more experienced and hence more sophisticated 
in terms of their expectations of the tourist product, (Mansfield, !992). There is also 
a growing concern for quality tourism products in destinations. Visitors may demand 
quality tourism products and experiences and even expect a wider selection of 
specialised travel services. The most important issue facing destinations with a focus 
on strategy is choosing the target consumer groups around which the strategy will be 
built and developing the means to attract that group, (Evans, Fox & Johnson, 1995). 
For accurate marketing to take place an understanding of tourist must a 
priority. Why tourists travel to a particular destination and the image they have of 
that destination needs to be assessed. These two areas relate to the initial motives for 
travelling and the perceptions of the particular attributes on offer from the host 
country. An appreciation of this side of tourism is desirable not only from the 
academic perspective but as a basis for tourism promotion and management, 
(Corcoran, Gillmor & Killen, 1996). 
Businesses and individuals are now using marketing research to gain an 
insight into product attributes, product positioning, market segmentation, consumer 
perceptions and other marketing elements that help explain and predict consumer 
behaviour from a basis of marketing strategies. Building on a foundation in the 
behavioural sciences, advances in the application of both quantitative techniques and 
computer technology have put sophisticated marketing research within the reach of 
any research. (Lewis, 1983). 
Having researched the literature in the area of consumer behaviour and the 
consumers decision making process in relation to tourism, the next step is to outline 
the research. German tourists were interviewed to see how tourists motives, 
perceptions and decision making are employed when selecting a destination. This is 
outlined in Chapter Three on Research and Methodology. 
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Chapter Three 
Research and Methodology 
3. 1. Introduction 
"Even though tourism is probably the world's largest industry, only 5% of 
total market research turnover is in travel and tourism, indicating the relative under 
use of research in the industry, and an immediate increase in effective consumer 
market research" (Hodgson, 1991 : 274) 
The principal objective of this research intends to determine just what factors 
or criteria come into play when a tourist selects one area over another. To gather 
information about the consumer holiday decision making process, where a greater 
understanding of the consumer can be obtained and future marketing strategies can 
be planned according to findings . 
According to the level of overall desire, the German tourist will be receptive 
to tourism stimuli such as advertisements and promotions, travel reports, social and 
personal determinants of behaviour such as personality, socioeconomic status, 
attitudes and values, reference groups and so on. This research also proposes to 
examine the relative importance of aU selected tourist attributes in contributing to the 
overall attractiveness of a destination, in this case Ireland. 
The OTMI reported in February 1997 on the motivations of German tourist 
enquirers in pursuing Ireland as a holiday destination. The research, totaling 1,016 
people, was conducted in Germany between the 27th of August and the 24th of 
September 1996, and was aided by GfK Marktforschung using computer assisted 
telephone interviewing (CATI), (OTMI 1997). Its objectives were: 
1. To ascertain what motivates the enquirer and what role particular types of 
advertising play; 
2. To see what actions are taken after the enquiry has been made; 
3. To measure the attitudes held about Ireland by German enquirers; 
4. To ascertain the extent to which enquirers convert into actual tourists; 
5. To measure the satisfaction with the information received. 
(OTMI 1997; 1). This survey was conducted at the prepurchase stage of holiday 
decision making. 
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Some conclusions of the OTMI research were as follows: 
• Enquirers are primarily motivated by beautiful landscapes, general interest in the 
holiday destination, previous experience of the destination, and the weather or 
climate. 
• Enquirers hold positive attitudes about Ireland as a holiday destination, offering 
unspoiled countryside, good pubs and traditional music, and a relaxing atmosphere 
amongst hospitable people. 
• Ireland is not perceived as a suitable destination for city holidays or offering 
quality restaurants or variety offood. (OTMI 1997; 13). 
It is seen what motivates German tourists to consider Ireland as a destination, 
in the present research the objective is to establish what makes Ireland attractive, that 
travel to this country is actually participated in. 
3. 1. 1. Research Objectives 
The objectives of this research are: 
• To identifY decision making models for destination selection; 
• To identifY motives and determinants of travel behaviour; 
• To identifY a basis for judging relative attractiveness in travel behaviour; 
• To identifY the criterion by which tourists select Ireland as a destination; 
• To identifY the range of destination attributes within the criterion range; 
• To determine the degrees of importance of each attribute; 
• To compute a measure of relative attractiveness for each tourism region in Ireland; 
• To develop a set of brand attributes for each region; 
• To provide a basis for judging relative attractiveness among the tourism regions of 
Ireland; 
• To be able to apply this research prototype on an universal basis. 
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3. 2. Research and Research Design 
The first step is critical as it decides the nature and direction in which the 
research will go. The problem on which the research is based should be clearly 
defined. Before this is done some exploratory research should be undertaken to find 
possible explainations to research problems. Then procedures for collecting and 
analysising data to help explain the problem must be determined . (Powers, 1990; 
Green and Tull, 1978; Donnellan, 1995). 
The following sections will outline the methods of examination, the nature of 
research instruments and the sampling method utilised. Materials for this research 
involved designing and administering a questionnaire as the primary method, and 
researching articles and other printed material in the area of consumer behaviour and 
travel behaviour as the secondary sources. 
3. 2. 1. Primary Research 
Primary data is information which is collected for the first time, (Chisnall, 
1992), and which is carried out in order to back up specific research. (Butt Ie, 1986) 
The nature of the data can be quantitative which relates to measuring and 
representing information in a statistical format, or qualitative which deals with 
understanding rather than measuring, (Thirkettle, 1981; Bagozzi, 1994; Kotler, 
1991). It is concerned with the 'how' and 'why' rather than the 'how much'. 
3. 2. 2. Secondary Research 
Secondary research is described by Powers (1990), as information in a 
publicised form. As the foundation to the understanding of travel behaviour research 
was carried out on published materials on consumer behaviour in travel. This 
involved researching published articles and reports and researching theorists in the 
this area. It also involved analysing reports and articles published by Bord Failte and 
independent researchers in the area of tourism statistics such as OIML An intensive 
review of all literature of tourism behaviour was undertaken to gain a clearer 
understanding and a more comprehensive view of the topic. An overview of 
conference proceedings, press cuttings and general news items of relevance to the 
subject matter was also conducted. 
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3. 3. Research Instruments 
Buttle (1986) describes a survey as a technique where members of the 
population of interest are interviewed. In this research the main technique used was 
that of survey, using a self administered questionnaire. This was devised following a 
preliminary test of a sample questionnaire. This was utilised to examine the general 
opinion oftourists to the questionnaire and to the subject matter being researched. 
The results ofthe first test of the sample questionnaire were used to designing a 
questionnaire that could be self administered at the main exit points around Ireland. 
This involved condensing the questionnaire to maintain the respondents interest and 
also translating the questionnaire into the tourists first language, in this case, German. 
3. 3. 1. Questionnaire Design 
A questionnaire is intended to develop data for the purposes of description, 
evaluation and! or prediction, (Gregg, 1989). The first step in designing a 
questionnaire is to decide on what information was required. It is also essential in 
this case to keep the questionnaire length to a minimum as the respondents were 
tourists with time constraints. 
An open ended questionnaire directed towards research groups does not 
allow for pure statistical testing, but can also be examined, (Saleh & Wood, 1998). 
This technique takes longer, and as time is an important factor here, was not chosen. 
A structured approach was chosen for this research, as the questions asked and the 
responses permitted were predetermined. 
Other benefits of this method are as follows: 
• Lower in cost to administer; 
• It is relatively quick to gather a lot of data especially where respondents are 
gathered close together in the case of the departure area of the airports; 
• Respondents were eager to answer the questionnaire as they were left to answer 
the questionnaire alone. Their privacy was not invaded and the researchers 
opinion did not influenced the respondent, reducing bias even further. 
• It was discovered while conducting the research at the airports that as tourists 
have little to do while waiting for their departure response rate was high especially 
since the questionnaire was structured and quick and easy to complete. 
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The disadvantages ofthis approach are the respondents may not be able to 
provide the desired data, they may be unwilling to provide the data and the 
questioning process or format may be leading and bias their response. 
In the case of designing any research or questionnaire the following 
requirements should be adhered to: 
• Questions should use simple language which can be easily understood by those 
interviewed, (Chisnall, 1992). When constructing a questionnaire we tend to rely 
on our own experience and assume whatever the word means to us will mean to 
everyone else. (Oppenheim, 1992). 
• The language used should be common to those who are being interviewed. To 
ensure a favourable response rate the questionnaire was translated into German. 
• Questions should be specific, short and to the point. 
• It should not require too much thought to answer the question; it should not 
require the person to recall something which happened years ago. 
• There should be no bias when asking the questions, or pressure put upon someone 
to answer. (Thirkettle, 1981; Bagozzi, 1994). 
To avoid leading bias in the question sequence or format of the questionnaire, 
'funnel' technique was used. This involves asking the most general questions first 
and finishing with the more specific questions, (Chisnall, 1992). The questionnaire 
can also be in two parts. The first part being the classification section, which requires 
details of the respondents gender, age, marital status, occupation etc. The second is 
more specific, such as importance offactors relating to the selection ofIreland as a 
destination. The answers given in the second part can be analysed according to the 
answers of the first part. (Thirkettle, 1981) 
Questionnaires do not emerge fully fledged, they have to be created or 
adopted, fashioned and developed to maturity after a test flight, (Oppenheim, 1992). 
In this research the questionnaire design took place over a four week period, 
fashioning a questionnaire from scratch and constantly refining it down into a pilot 
questionnaire. This was then tested on a sample proportion of the tourist population 
to gain an insight into misleading questions or questions which would be 
misunderstood by the normal tourist. 
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The first attempt at the questionnaire design gave a three page questionnaire 
with no structure, no sequence and no beginning or end. It did however lay the 
foundations of a questionnaire from which essential questions were taken such as 
question eleven of the final questionnaire on important factors ofIreland 's destination 
appeal . 
Other attempts at formulating a questionnaire were similar to the final 
silhouette, however the sequence and wording of the questions had to be modified to 
dispose of bias and leading. The length had to be modified to two pages with 
questions on both sides and also translated into German. 
Some questions which were included in the initial formula were omitted near 
the end as it was decided that only issues of importance were to be addressed and not 
everything had to be asked in this questionnaire. Examples of such were occupation, 
which was decided was not important as it was only required to know if the tourist 
was on holiday. This is also a tricky question to ask because not everyone works yet 
no one likes to be left out, so it was deemed politically correct to omit this question. 
Another type of question which was dropped was accommodation used. This was 
abandoned because of the length of the questionnaire and this was seen as one of the 
least important questions. This was later seen to be a mistake and may be included in 
the future. 
The layout itself was altered, again to modifY the length of the questionnaire, 
but also to facilitate the readers understanding and flow of the questions. It was 
changed from a simple A4 layout to a double column format on the first page, and 
then the factor questions were modified to fit onto the next page. This reduced the 
length from three to two pages. Also a break line was introduced between questions 
to reduce confusion of two different questions as one, and clear numerical sequencing 
was used to guide tourists throughout. This was essential because of time constraints 
on the tourist in the departure area of the airports and ferry ports. All questions on 
the first page were answered by ticking the relevant box and on the second by circling 
the appropriate number indicating the level of importance or satisfaction, agam 
making the respondents job easier and less time consuming. 
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... 
The following is an outline of the formulation of the questionnaire and of all the 
questions used in the final questionnaire. 
Introduction: 
Did you enjoy your holiday? 
This was a different style of text to gain the immediate attention of the 
respondent. It was also to filter out only those who were on holiday, or on holiday 
and some other activity as will be outlined in question 4 below. The following was to 
act as a simple introduction and also as a guide to filling out the questionnaire. 
To fill out this questionnaire we will ask for only five minutes of your time. 
Please read all questions carefully before filling in your answer. 
Thank you for your co-operation. 
Please tick (,/") the appropriate box: 
Question 1: Male Female 
This was asked first to give an indication to the researcher of the balance of 
gender being interviewed. Careful observation would quickly present to the 
interviewer if more male or female tourists were being asked. As an equal proportion 
of gender was required this was essential. The respondents need only tick the 
relevant box to answer the question. 
Question 2: Age group 
It was decided at the beginning that all questions were to be closed therefore 
age groups were given. Six age groups were given for choice and integers of 9 years 
were used to give a range of ages from mid-teenager to retired tourist. The final age 
group, '65 years and over' , was modified from a '+' to ' or over' as it was discovered 
that tourists who were over 65 may not understand that the '+' sign actually includes 
their age within that age group. It was then expected to have included everyone in 
the sample. 
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Question 3: Did you travel.. ....... . 
... alone? 
... in a group of 2 or more? 
This was changed from ' as an individual ' to 'alone' as it was more easily 
understood, Also 'as part of a couple' was dropped because traveling 'in a group of 
two or more' includes couples as well as other groups of people, hence reducing bias 
and the length of the questionnaire , This was required to see if when indicating the 
responses for ' important' factors or 'satisfied with' factors how many other 
influencers or deciders were present when making the decision, or if the decision was 
made alone, 
Question 4: What was your main purpose for coming to Ireland? 
Business! Conference 
Holiday 
Visit friends and relatives 
Other ______ _ 
This was moved from question 6 to question 4 because filtration was 
required. If tourists indicated they were here on business they were not included in 
the final sample, but if they indicated business and one other area such as holiday, 
they were included, The option of 'other' was given to include students also on 
holiday, people here competing in events also on holiday and other predetermined 
categories. Every purpose for going on holiday was not listed as it could be long and 
length had to be contained to a minimum. The fi.nallist of four was taken from Bord 
Failte's Know Your Market Germany Report (1996), 
Question 5: Which of the following modes of transport did you use while 
traveling in Ireland? 
Public transport 
Private coach 
Hire car 
Own! friends car 
Bicycle! tandem 
Motorbike 
Caravan! campervan 
Hitch hiking! walking 
Cruiser on the Shannon 
This was introduced just before the questionnaire was tested to relate to the factor on 
accessibility in question 11 . A complete list of travel factors were include in this 
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question. The final list of factors was obtained after testing when tourists indicated 
more transportation uses such as use of a friends car to get to the Shannon and then 
spent their holiday cruising the Shannon on a hired cruiser. 
This question could be a good indicator of how mobile tourists are when they 
are on holiday in Ireland. This would show that tourists are able to experience most 
of Ireland and not just one specific area, they may indicate an orientation towards 
touring the country, (hired car, own car, tandem, bike, motorbike, campervan), or 
staying within the normal tourist areas, (private coach, public transport etc.). 
Question 6a): Have you visited Ireland before? 
Yes 
No 
This was changed from question 8, to 7 and then to 6. The flow of questions 
improved and it also acted as a filter question for those who were here before versus 
those who were here for the first time. This relates to experience that would have 
been gained on previous visits to Ireland versus the naive first time visitor. It would 
also reflect the levels of importance perceived by the two types of tourist. 
For example, tourists that were here before would not emphasise weather as 
being very important as Ireland's summer weather is never great. A first time visitor 
may not know about the weather and place this as an important summer holiday 
factor, resulting in the tourist being dissatisfied. It would also be useful to examine if 
tourists on their first holiday here were satisfied with their holiday and would return 
for another holiday in the future. 
Question 6b): H yes (to question 6a) how many times have you visited Ireland 
before? 
This was included to give an indication of how popular Ireland is for a 
holiday. When analysing the results of this question it should be noted that the 
majority of tourists were here for the first time. It would be interesting to note if 
those that did return for another holiday, would return for a holiday in the future. 
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Question 7: How many nights did you spend in Ireland on this visit? 
The respondent was given three categories of responses from which to chose. 
These were split by equal integers to cover those coming for a short visit, '\- 3 
nights' , for a long weekend and less than one week, '4-6 nights', and for one week or 
more, '7 or more nights'. This was previously placed at number 5 on the list of 
questions, but changed to follow question 6, as the flow and meaning of questions 
was improved. 
It also would give an indication of how popular Ireland is for short breaks 
versus longer holidays, and also to coincide with the following question on the 
different regions visited, in the same way. 
Question 8: How many nights did you spend in the following areas? 
(Please indicate the number of nights in the box) 
Dublin (city or county) 
Wexford/ Kilkenny 
Cork/Kerry 
Clare! Limerick 
Galway/ Mayo 
Meath/ Kildare 
Donegal! Sligo 
Northern Ireland 
Others _ ______ _ 
This was changed to correspond to the seven regions of the Republic of 
Ireland, and include Northern Ireland. At first the regions' names were given as 
choices, but what is commonly understood to any Irish person as the Midlands East 
region, a German tourist or any inbound tourists would have difficulty understanding 
what counties were included in this region. This applies to all other regions around 
Ireland. It was decided to allow the names of the two most popular counties to 
represent that region on the questionnaire. If the tourist still did not recognise these 
counties or had not visited those named counties, but another within that region, the 
option of 'other' at the end of the question allowed for the tourist to indicate the area 
in which they stayed. This was then included in the regions when the questionnaire 
was being implemented by the researcher into the SPSS 1 package. 
This question was as a result of combining two previous questions on what 
regions were visited and how many nights were spent in each region. It helps reduce 
I Statistical Package for the Social Sciences 
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the length of the questionnaire. This question was placed directly after the number of 
nights spent in Ireland to ensure mistakes were not being made in nights indicated in 
either questions, and to analyse what regions were most popular for what type of 
holiday, i. e. long or short breaks. 
It was included to differentiate among the popular versus the unpopular 
destinations, and the factors in question II that are found to be more or less 
important to each region visited. 
Question 9: In what region in Gennany do you live? 
At first this was simply, 'Wlaere are you from in Germany?', but it is 
obvious how difficult this question would become when trying to decipher what 
region in Germany the tourist came from. Or whether the tourist was indicating 
where they were born, where they live, or where they departed from in Germany 
when coming to Ireland. It was decided to reduce the amount of misunderstanding 
by the respondent and work involved by the researcher, the regions in Germany 
would be listed to allow the tourists to indicate where they were from. The former 
East German states were also included as it is long since the reunification and 
otherwise the question would have been biased. 
This was to assess if population size had a direct effect on the amount of 
people traveling from that region. Also the major holidays are staggered in Germany, 
which would also have a direct bearing on the numbers traveling from a region. 
Staggering of holidays means that different regions in Germany would be taking their 
holidays at slightly different times of the year. This was introduced to prevent 
congestion on the autobahns, rail stations and airports at a holiday weekend as is 
sometimes the case in Ireland and other countries who take their holidays at the same 
time. 
It was also to determine if a region with an international airport had more 
tourists coming here than a region far from an airport. And finally to see where 
marketing efforts need to be increased, maintained or slightly decreased. 
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Question 10: What information did you fmd had an influence on your 
selection of Ireland as a holiday destination? 
Experience from previous holidays 
Advise from friends or relatives 
Travel agent 
Promotional literature (e.g. brochures) 
Other __________ _ 
The tourism literature suggests that tourists seek information from a wide 
variety of sources before selecting a destination, (Mok & Armstrong, 1996), mainly 
from two major sources which are commercial (tour operators etc.) and social 
(friends), (Mill & Morrison, 1985). Gibson and O'Rawe (1998) also agree with this 
by suggesting the search for information by tourists to new, especially long haul, 
destinations is generally deemed to be quite extensive and involving several 
information sources. 
The above categories were chosen on the basis of previous Bord Failte, 
OTMI and ITIC2 reports. The list was limited to maintain the length ofthe 
questionnaire, but the' other' option allowed for the respondent to indicate other 
influential sources of information. These other sources were then catalogued back 
into the above four groups as tourists mentioned Bord Failte travel agents, 'Lets Go 
Guide' books, and work colleagues as being the ' other' sources. 
This question was designed to give examine how successful Bord Failte 
marketing is, how influential word of mouth is and how important it is to ensure the 
tourist is satisfied and will return for a future holiday, as harmful marketing is quickly 
achieved through word of mouth when a tourist is dissatisfied. 
Question 11: How important were the following factors in selecting Ireland 
as your holiday destination? Please circle the number 
representing your response, e.g. CD 
Prentice (1993) assumes that households choose holiday destination areas on 
the basis of what these areas have to offer in terms of attractions. In constructing the 
first questionnaire the initial list of tourist factors or criteria from which importance 
of attraction could be indicated by the tourist were selected. 
2 Irish Tourism Industry Confederation. 
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These were chosen aft"r careful deliberation over reports by Bord Failte (1981-
1997), EMNID Institut Bielefield Survey, (January and February 1992) , the ITIC 
reports (1996) , the OTMI Summary Report (1997) , Scottish Tourism Board, 
Research Report, Summer 1994 , and research articles by Alpert, (1971), Rugg, 
(1 973), Gearing, Swart and Var, (1974), Var, Beck and Loftus, (1 977), Goodrich, 
(1 977/78), Fisher and Price, (1991), Urn and Crompton, (1992), Hu and Ritchie 
(1993), Laurie- Loker Murphy (1996), Corey, (1 996), Callan (1998) and finally 
careful observation ofBord Failte and other tourism advertisements screened by way 
of brochures and television ads to the German population. This resulted with a list of 
36 factors which were then rated on their importance in selecting Ireland as a holiday 
destination. The rating scale in question 11 utilised a method of Likert response 
rating used by Kotler (1 994: 121), and Kotler, Bowen and Maken (1996: 162) which 
was referred to as ' Importance Rating Scale' ranging from 1 (Extremely Important) 
to 5 (Not at all Important). The 36 factors used in question II were then analysed 
down to a list of IS most important factors from which questions II and 12 on the 
new questionnaire were formed . Questions 1- 10 would remain the exact same on 
the new questionnaire. 
Question 11: How important were the following factors in selecting Ireland 
as your holiday destination? Please circle the number 
representing your response, e.g. CD 
With an on site exit survey, the number of items is limited to what is 
considered feasible in the time respondents are willing to spend on answering the 
questionnaire, (Prentice, Witt & Hammer, 1998). As a result only those more 
commonly expressed benefits were included in the main survey. Some primary 
elements contributing to the attractiveness of a tourist destination as being climate, 
ecology, culture, and secondary elements specifically for tourists are hotels, catering, 
transport and entertainment, (Kozak & Rimmington, 1998). 
Ryan and Glendon (1998) believe it is possible to construct a motivation scale 
using 14 items drawn from the initial scale which retain the integrity of the original 
factors and which are sufficient to generate statistically different clusters of 
holidaymakers. This question was similar to the initial qestion eleven but only used 
fifteen factors as a result of the rating analysis employed. 
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Question 12: Following your visit to Ireland, how satisfied are you with the 
following factors? Please circle the number representing your 
response, e.g. G) 
This question used the same factors, 1- 15, as question eleven above as it was 
required to maintain the same factors to compare the levels of importance with the 
levels of satisfaction of each factor. The levels of satisfaction were taken directly 
from the recent OTMI survey on the German market, (1997: Question 15). This 
question was required to determine how attractive, how important and how well 
received each factor is to the German tourist. 
Questions 11 & 12 are also used to compute a measure of relative 
attractiveness for each tourism region in Ireland, and to develop a set of brand 
attributes for each region, and also to provide a basis for judging relative 
attractiveness arnong the tourism regions ofIreland. 
Question 13: Would you return to Ireland for a holiday in the future? 
Yes 
No 
This was to determine if tourists would return in the future having indicated they 
were or were not satisfied with the factors in question 12. This question was added 
before testing as the questionnaire previously had no conclusion and was required for 
closure. This question is used as a determining factor in analysing the questionnaire. 
Its importance has been indicated in question 6, 10, and 11 & 12. 
Thank you for your co-operation and participation in completing this 
questionnaire. 
An acknowledgment of appreciation was included at the end of the 
questionnaire, but also so the respondent would know he or she has completed the 
questionnaire and must return it to the researcher. 
The following diagrarn is an illustration as to how these questions hope to 
contribute to the understanding of tourists behaviour when selecting holiday 
destinations. The model is constructed using Moutinho' s Consumer Behaviour 
model as a basis and is refined only to include areas of relevance to the present 
research. 
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Figure 3 - 1. Consumer Behaviour and the Primary Research Model 
External 
Problem recognition 
Needs/ Motives Arourl (Questions 1,2, 3, 4,) 
Inform' tion search 
~----------------------i-------------------------·Internal 
Promotions (Questions 9, 10) Experience (Questions 2, 6, 10) 
Social Influences (Questions 2, 3, 10) Memory (Questions 6, 10) 
Cultural Influences (Questions 2, 8, 9) Previous Visits (Question 6) 
Perception of Alternatives ~Questions 1, 2, 3, 6, 7, 8,10, 11) 
Influenced by: Experienee Personality Attitudes 
Involvement Risk Learning Self Image 
Evoked Set! Choice Set - eriter and Attributes (Questions 8, 11) 
Pre Purchase EV1uation (Question 11) • 
Confidence - Time, BUdget'tEXperience (Questions 2,7, 10) 
Intention to Purchase 
~ 
Decision to Purchase..-------------------------------------- Not to Purchase 
LI __________ --.. Post Purchase Evaluation -
~ 
Based on pre purchase and consumption expectations (Questions 11,12, 13) 
~ 
r 
Exceeded 
satisfie1 
Confirmed Disconfirmed 
Satisfied! 1ssonance Dissonance! 1issatiSfied 
RClrn 
POSSiblj Return Will not Return 
--_------._~~-'I I 
Return to Ireland for a future holiday. ReJJCat the Deeision Making Proeess. 
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Once the questionnaire had been finalised and the sequence of questions 
decided upon, the questionnaire was then translated into German. This was needed 
to aid research processes with the interviewer and the respondent. The interviewer 
could confidently approach all German tourists to complete the questionnaire and not 
only those English speaking Gennan tourists. It also gave the tourist an advantage in 
that he or she did not need perfect English to complete the questionnaire as they were 
given the choice of filling it in either Gennan or English. 
Another major factor for translating the questionnaire was to diminish 
misunderstanding of questions when presented in the English form . If there was 
confusion with the meaning of phrases or words, such as the methods of answering 
the different questions, the choice of modes of transportation, the factors and the 
ratings for questions 11 & 12, was avoided, they could refer to the German 
questionnaire for translation purposes. This was one of the reasons why there was a 
good response rate as some people could be persuaded to fill the questionnaire when 
shown the German translation after pleading ignorance of what was being asked of 
them I 
After initial testing of the questionnaire the population and sample size had to 
be decided upon, as only a few tourists out of the total Gennan tourist popUlation 
who travel to Ireland could be interviewed. 
3. 4. Population and Sample Size 
The population represents the target of an investigation, and the objective of 
the process of data collection is to draw conclusions about the population. 
(Bhattacharya & Johnson, 1977). Germany (1995) led the world in the amount spent 
on foreign holidays. In 1995 alone 319,000 visitors from Gennany came to Ireland 
and spent £122 mn on tourism and ancillary services in this country. Their minimum 
annual leave is five weeks, though most get six. They also get 10 days public 
holidays throughout the year. It is not surprising then to discover that Germans 
spend 1/5 th of their income on leisure time activities, and most have at least one 
holiday abroad every year. (Bord Failte, 1996). Since 1990 tourist traffic from 
Germany has expanded by a half (5 1%) from 178,000 in 1990 to 269,000 in 1994, 
making Germany Irelands number one continental European market. 
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In 1995 this was estimated to be 319,000. The annual growth rate for the market 
over the past five years is 12.5%. The hope is to sustain this growth by 
understanding what attracts Germans to Ireland in the frrst place and applying this to 
marketing Ireland. 
Table 3 - 1. Germans Contribution to the Irish Economy 
Year Total Visits H olidJly Visits Revenue! 
1990 178,000 119,000 56.5 mn 
1991 203,000 151,000 82.7 mn 
1992 230,000 171 ,000 88.1 mn 
1993 265,000 189,000 117.3 mn 
1994 269,000 184,000 1104 mn 
1995 319,000 225,000 1224 mn 
Source: Bord Frulte Know Your Market Germany, 1996. 
According to the CRS (Country of Residence Survey) approximately one in 
five German tourists arrive in Ireland in July and tlrree quarters between May and 
September. Timing of arrival for holidaymakers is more concentrated around the 
months of June to August, with 61 % of all holidaymakers arriving during these 
months. 
Table 3 - 2. Timing of Arrival- Holidaymakers % 
Months of Arrival 1991 1992 1993 1994 1995 
Jan/ Feb.! Mar 7 7 6 10 6 
April 7 10 7 5 8 
May 14 14 12 11 10 
June 15 16 17 19 18 
July 23 23 27 23 24 
August 19 18 15 13 19 
September 8 8 7 II 10 
Cot/ Nov.! Dec. 6 4 6 7 5 
Source. Bord Failte Know Your Market Gennany. 1996 
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The German holiday market provides a high proportion of young active 
holidaymakers. Two thirds are between the ages of 19 and 44 years, with almost half 
under 35 years, allowing a 'return' market to develop, (Bord Failte, 1996). 
Much of the incremental traffic to Ireland from 1990 onwards opted to travel 
by air directly from mainland Europe. This is due to a greater range of scheduled 
services, competitive pricing and a wide variety of charter operations. In 1995 62% 
of Germans arrived direct by air and 7% by sea from mainland Europe. Air travel 
rose from 47% in 1991 to 62% in 1995, whereas sea travel fell relatively from 16% in 
1991 to 7% in 1995. 
Table 3 - 3. Route of Entry % 
1991 1992 1993 1994 1995 
Air from mainland Europe 47 49 55 
, 
60 62 
Sea from mainland Europe 16 ' 15 12 10 7 
Air from Britain 10 8 7 8 10 
Sea from Britain 23 24 21 17 18 
Via Northern Ireland 4 4 5 4 3 
Source: Bord Frulte, Know Your Market, Germany. 1996 
The population consisted of all German tourists leaving Ireland on continental 
sailings or flights at all major exit points around Ireland, having spent a holiday in 
Ireland. This amounted to a total of 46,545 tourists, based on the previous years 
eRS. The eRS was conducted by the eso3 , and the figures for the month of 
August were supplied by Bord Failte Marketing Department. (See appendix on 
sample frames) . 
Researchers usually draw conclusions about large consumer groups by taking 
a sample, that is a segment of the population selected, to represent the population as 
a whole. Kotler, Bowens and Makens, (1996).outline three main questions to be 
asked when deciding upon a sample. These are: 
3 Central Statistics Office. 
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I) Who should be surveyed? In this case all German tourists . 
2) How many people should be surveyed? This was required to be similar to the 
OTMl Summary report (1997), and adequate for statistical analysis purposes. It 
was also required to be a percentage of the total number of tourists from Germany 
in Ireland in the month of August in relation to 1996 figures . 
3) How should the sample be chosen? This relates to question two above. This was 
based on Bord Failte figures for German tourists for the month of August. A 
representative sample for all exit points in Ireland was calculated and used for the 
final sample. 
It is obvious it would not have been practical to interview all of the German 
tourist population, therefore a sample must be used. The sample must contain 
various people from the sample frame, i. e. the total number under investigation, 
(Parsons, 1980). A sample was devised using sampling techniques of (i) cluster and 
(ii) area sampling, (see appendix on flight and ferry timetables) and (iii) quota 
sampling, to refer to the size of the OTM! report and to obtain a good representation 
from each flight and sailing. This resulted in a total sample of 1,000 tourists. 
While conducting the questionnaire it was discovered that the east coast was 
having a very favorable season, with the west coast numbers loosing out to the 
increase in the east, (Shannon Development Information Leaflet, 8/1997) . Also, 
difficulties were met when trying to obtain access to the ports, and therefore the 
sample proportions around the country had to be revised. In finalizing the inputting 
of accurate data, a total of 1,035 valid questionnaires were obtained. (See appendix 
on the final sample). 
This fulfilled the criteria of a sample described by Canon (1980) as a group 
selected from the market chosen to provide an insight into a larger population, with a 
view to drawing general conclusions about the population. The control of a sample 
of such a size is effectively achieved with the highest degree in the case of self 
administered, but supervised, questionnaires. 
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3. 5. Questionnaire Administration 
Preliminary testing of the questionnaire was carried out in July of 1997. This 
enabled errors to be found in the original draft and to observe if any bias was present 
in the actual questions, or question format. The questionnaire was then translated 
into German to enable quick and easy understanding of the questionnaire in the 
tourists first language. 
As has been mentioned earlier, a quota sample of 1,000 was decided upon. 
This 1,000 had to be taken from a representative of the eight tourism regions in 
Ireland, (area sampling), and also had to coincide with the main flight and ferry 
timetables for the month of August. 
3. 5. 1. Dublin Airport 
Permission was obtained from Aer Rianta Marketing Department in Dublin 
Airport. To conduct the initial research in the departure area of the airport during the 
first two weeks of August, a brief outline of the research was forwarded to Aer 
Rianta with a copy of the proposed questionnaire. This was met with approval and 
times and dates for conducting the research were agreed upon. 
All direct flights leaving Ireland for Germany were targeted. On these flights 
only German nationals were asked to complete the questionnaire . If a group of three 
people or less was encountered, only one person representing that group was 
approached to answer the questionnaire. If the researcher came upon four or more 
people within a group, two to three questionnaires were allocated. These and other 
situational tactics of research were employed to obtain a representative sample of the 
tourists on each flight, and also to avoid bias. 
In the case of gender and age profiles effort was made to avoid weight in any 
direction and to balance both age and gender in the samples. It was soon discovered 
that many of the older age group were indefinite about their refusal to complete the 
questionnaire I This was encountered on most flights targeted and hence an age gap 
will be found in the analysis of results. As a quota of about 20- 25% of passengers 
was required from all flights targeted, it was discovered that this would be difficult in 
some cases to fulfill as many ofthe passengers on direct flights to the southern part 
of Germany were in fact Italian or Austrian. 
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Many of the Gennan operated flights, i. e. Lufthansa, were scheduled for the 
afternoon, and it was assumed that most people from Germany would be traveling 
then. These flights also had a greater capacity than the morning or evening flights, 
therefore the quota was slightly increased. It was also assumed that more business 
tourists would choose morning and evening flights . (This assumption was also 
confirmed as the research progressed.) On arrival in the departure areas for these 
flights it was found that most of those traveling home were availing oflast minute 
Duty Free and therefore arrived just in time for their flight boarding announcements I 
3. 5. 2. Dun Laogbaire, Dublin Port and Cork Port 
Permission to conduct the research at these ports was not granted as the insurance 
cover from the Dublin Institute of Technology was not acceptable. 
3. 5. 3. Rosslare Harbour 
When gaining permission for administering questionnaires at the harbour, the 
harbour master was contacted and after a very brief telephone conversation the 
research was met with approval and permission was granted for the third week in 
August. Research was carried out on the Wednesday and Friday of that week to 
coincide with the continental sailings to Le Harve and Rosscoff at 4pm both days. 
Most tourists on the ferries would be getting the early morning bus or train to 
Rosslare, or driving themselves, and arriving with plenty of time to spare. By 
arriving off of the morning train this left ample time for research purposes. 
It was anticipated to be like other years Germans biking around Ireland or 
traveling by camper van and leaving through Rosslare, would bring up the numbers 
lost at both Dun Laoghaire and Cork. This was not so as most Germans questioned 
mentioned the fact that ferry prices being increased and the Deutchsmark being weak 
meant that those normally traveling with their own car spent their holidays in their 
own or neighbouring countries. Tourists approached here were those with cars, 
campervans or motorbikes with a ' 0 ' symbol on their registrations, indicating that 
they were of German origin. In the case offoot passengers or cyclists, tourists were 
simply approached. Final numbers here were disappointing, but not bad. 
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3. 5. 4. Cork Airport 
As only three people were required from this airport tourists were approached 
before entering the departure area, and formal permission security clearance was not 
a problem. Airport operations had no objections when approacbed. Research was 
carried out on the Saturday following Rosslare Harbour. A total of ten responses 
were collected. 
3. 5. 5. Shannon Airport 
Contact was made with airport operations in Shannon and permission was 
granted. The Marketing Manager for the German market was also contacted for any 
suggestions on times, flights to target, etc. Research was carried out during the last 
week in August. Numbers gained in Shannon airport were dismal for the first part of 
the week. By the weekend all charters that were scheduled for Saturday and Sunday 
were full to capacity with German and Austrian nationals and therefore 50% of the 
original quota was achieved. 
This is solid evidence that in fact the east of the country had a more 
favourable summer season than the west. To highlight this fact and to reach the 
quota required, permission was once again granted by Aer Rianta Marketing 
Department at Dublin airport to carry out additional surveys for the first week in 
September. No more than five additional days entry were allowed. 
The questionnaire having been administered at the airports and ferry ports 
around Ireland must now be categorised and analysed, through editing, coding and 
processing the questionnaire using the SPSS computer analysis package and Excel 
for Windows. 
3. 6. T~hniques Employed in Processing and Analysing the Data 
3. 6. 1. Editing 
Editing means reviewing the data collection instruments to ensure maximum 
accuracy and clarity. It is important that editing be done consistently. In performing 
the editing function the editor should be concerned with the following : (Kinnear & 
Taylor, 1996). 
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1, Legibility - This is to removl:: ambiguity to aid decoding; 
2- Completeness - An unfinished questionnaire is either returned for completion to 
the interviewee, or omitted from the survey; 
3, Consistency - This should be obvious from the respondents answering but if it is 
not the computer will fmd inconsistencies. It will be again returned or omitted; 
4, Accuracy - Occurs through interviewer bias or cheating and will show up as a 
common pattern of responses; 
5, Response Clarification - The risk of error is high here. Difficulties occur when 
the questions are not answered in the way the instructions to the instruments 
required, For example a respondent may be asked to underline a number on a 5 
point rating scale, Suppose he or she underlines two numbers, 2 and 3, instead of 
one? Does this mean that 2,5 is the intended response? The editor in this case 
must designate either one of the numbers, or omit the response from the research. 
3. 6. 2. Coding 
The next step after editing the responses is to code the responses by assigning 
a designated numeric symbol into a spreadsheet or file to represent a specific 
response on a data collection instrument. Once the code categories are established 
the actual coding can take place. This was in fact carried out before questionnaires 
were administered as the questionnaire was completely closed and therefore the 
responses were predicted, 
Once questionnaires were received they were entered into the SPSS database 
set up to analyse the data, All responses were given a numeric code, for example 
when respondents indicated if they were male or female the response was entered as a 
'1' or '2' respectively. Entry of all questionnaires received took place over a two 
week period, and a cross check of possible errors made when inputting the data took 
place upon completion, A final total of valid questionnaires was 1, 035, and invalid 
was 17. These invalid questionnaires were mainly those which were not completed 
because the tourist had to board the boat or plane. 
One major problem involved using the SPSS packages is it can provide all 
researchers the opportunity to carry out a wide range of statistical procedures very 
rapidly and with little effort, the researcher is tempted to skim the data. This 
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essentially means to carry out a technique on the entire data before you really know 
what you want to find out. (Foster, 1993). 
Foster (1993) also points out that there are real dangers in this approach. 
Practically there is a risk that one obtains masses of analysis which overwhelms one's 
ability to interpret and understand them. After printing outputs which get piled up on 
ones desk many researchers regret their careless analyses and frankly the results get 
left there for too long before they are attacked unmercilessly for results I 
A fundamental data analysis question a researcher must ask him or herself is, 
"What data analysis technique should be used?" Should it be descriptive (simple 
report or account) such as interval (means or deviations from the mean), nominal 
(frequency or modes) or ordinal (range) data, or predictive (forecasts) (Kinnear & 
Taylor, 1996; Bagozzi,1994). 
In the case of the present research the objectives of the research laid the basis 
for the types of techniques which would be employed in processing and analysing the 
data. 
3. 6. 3. Analysising Data 
Knowledge of the people to be served and their recreational desires is implicit 
in proper planning for recreational development. The extent of this knowledge, for 
the present research, at the moment, is limited and currently provides a weak base for 
detailed planning. To prepare a base for optimal planning it is necessary to increase 
this knowledge concerning the nature of market demand, (Tatham & Dornoff, 1971). 
To be able to do this certain statistical techniques must be employed to analyse the 
data obtained through questionnaire administration and analysis. 
The choice of data analysis procedures depends on the number of variables to 
be analysed at the same time, whether the interest is in description or inference, and 
the level of measurement of the variable(s). Descriptive statistics provide a summary 
of the data contained in the sample. Inferential statistics allow the researchers to 
make judgements about the population based on the sample results. (Kinnear & 
Taylor, 1996). In this research basic statistics such as frequencies, crosstabulations 
and comparisons of means will be used throughout the analysis. 
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Frequencies in SPSS can be used to make tables and displays that show how 
often different values of a variable occur in the data. It is also used to obtain 
summary statistics that describe the typical value and the spread of the observations. 
('HELP' in SPSS Computer Package; Thirkettle, 1981). 
Bivariate data analysis in the form of cross tabulations tables of alI variables 
was also conducted. Crosstabulations is used to count the number of cases that have 
different combinations of values of two or more variables, and to calculate summary 
statistics and tests, ('HELP' in SPSS Computer Package). This provided 'Pearson' s 
Chi- Squared' value, and the 'Degrees of Freedom' between the variables. The chi-
squared test is the appropriate inferential test for the distribution of subjects across a 
nominal variable, (Kinnear & Taylor, 1996; Foster, 1993). These resulted in 
obtaining the significance of relationships between two variables. 
Also the significance tells us how probable a relationship is of occurring in a 
population. Usually, significance is measured at 0.05, (5% chance) or 0.01 , (1 % 
chance), the level of the relationship occurs by chance. Say the Pearson' s 
significance is </= 0.05, then there is a very small probability that 2 variables in the 
analysis are not related and therefore, the relationship could not have occurred by 
chance alone. Always remember, the smaller the significance number the stronger is 
the relationship. 
It is also important to note here that to determine a level of significance or 
relative importance of the crosstabulation, a level of significance of 0.05 was 
established. This in fact relates to a 95% confidence level that there is indeed a 
relationship between the two variables. Anything equal to or below this level of 
significance will be accepted as having a relationship. Anything above it will be 
rejected because it does not have any significant or influencing relationship. 
Because of the size of the sample used (1 , 03 5) and the time allocated to 
conduct research analysis, these basic statistical techniques were seen to be adequate 
for the current situation. Also, this is one of the reasons it has been decided to only 
use one or two examples for each category. Having such a large number of variables 
a complete list of related and non related crosstabulations will be given as an 
appendix. 
In other circumstances a more appropriate method of analysis would involve 
either a simple or multiple regression analysis. As well as its use in identilYing a set 
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of determinant attributes, multiple regression is convenient for guiding the predictive 
validity of a number of potential methods for identifYing determinant attributes, 
(Alpert, 1971). This was not conducted in the present research due to time 
constraints and lack of operational knowledge. 
3. 7. Conclusion 
Questionnaire Design 
The decision to have a structured questionnaire was due to time and budget 
constraints. It also ensured a complete closed questionnaire with predetermined 
answers . The initial questionnaire had to be constantly modified to obtain a two page 
format. After this was completed it was then translated into German to both aid the 
interviewee and the interviewer. It was also to avoid misinterpretation of possible 
misleading words and phrases which had been avoided. 
Population and Sample 
1) Who should be surveyed? All German tourists. 
2) How many people should be surveyed? This was required to be similar to the 
OTMI Summary report (1997), and adequate for statistical analysis purposes. 
3) How should the sample be chosen? This was based on Bord Faille figures for 
German tourists for the month of August. A representative sample for all exit 
points in Ireland was calculated and used for the final sample. 
Questionnaire Administration 
All administration of questionnaires took place at different times ofthe day and on 
different flights or ferries direct to Germany and to the continent. This was employed 
to gain a broad geodemographic structure of respondents and to avoid if at all 
possible any types of bias. 
Certain limitations were encountered during the research. The main obstacle being 
the insurance cover to gain access to the ferry ports. This was soon overcome by 
reviewing the sample frame Also, approaching some German tourists was difficult 
as they were anxious to board their flight home and in no mood to answer any sort of 
questionnaire. However, 99% of the time people were more than willing to give any 
assistance possible with my research. Some tourists even helped with correcting 
86 
errors in the German translation of the questionnaire as it was discovered some 
meaning of questions were lost in translation but were not misleading as the English 
questionnaire given with the German translated questionnaire avoided any 
misunderstandings. 
Processing the Questionnaire 
On completing the entire research procedure it was revealed that not only was the 
quota met with but actually exceeded by 35 responses. This was all due to the extra 
week in Dublin where an additional 145 responses were collected. The 
questionnaires were then edited and inputted to the SPSS package which had been 
set up during the design and coding ofthe questionnaire, to enable quick and easy 
analysis of the data. The following chapter gives a brief outline of the main findings 
received as a result. 
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Chapter Four 
Research Analysis and Findings 
This chapter will be divided into a total of eleven sections to aid the reader through 
the results with a comprehensive understanding. They are as follows: 
ISection 1: I 
4. I. Introduction 
4. I. 2. Objectives of the Research 
4. L 3. Results and Findings 
4. L 4. L Results Summary 
I Section 2: I 
4. 2. Demographics 
4. 2. L Gender 
4. 2. 2. Age Group 
4.2.3. Way of Travel 
4.2. 4. Summary of Demographics 
jSection 3: I 
4. 3. Tourism Product Usage 
4.3. L Main Purpose for Travel 
4. 3. 2. Previous Visits to Ireland 
4. 3. 3. Times Previous Visits 
4. 3. 4. Number of Nights Spent in 
Ireland on this Visit 
4 . 3. 5. Summary of Tourism Product 
Usage 
ISection 4: ! 
4. 4. Modes of Transport 
4. 4. L Public Transport 
4. 4. 2. Hire Car 
4. 4. 3. Private Coach 
4. 4. 4. Own! Friends Car 
4. 4. 5. Bicycles 
4. 4. 6. Motorbike 
4. 4. 7. Walking! Hitch hiking 
4. 4. 8. Shannon Cruiser 
4. 4. 9. Campervan 
4. 4. 10. Summary of Modes of 
Transport 
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ISection 5: I 
4. 5. Geographical Dispersion of 
Tourists 
4.5. L Dublin 
4. 5. 2. The West 
4. 5. 3. South West 
4.5.4. Shannon 
4. 5. 5. South East 
4. 5. 6. North West 
4. 5. 7. Midlandsl East 
4. 5. 8. Northern Ireland 
4. 5. 9. Summary of Geographical 
Dispersion of Tourists 
~ection 6: I 
4. 6. Geographical Origin of Tourists 
4.6. I. Summary of Geographical 
Origin of Tourists 
ISection 7: I 
4. 7. Media Exposure and Other 
Influences 
4. 7. 1. Summary of Media Exposure 
and Other Influences 
ISection 8: I 
4. 8. Attribute Ratings 
4. 8. I . Desired Attributes and 
Subsequent Attitudes Towards 
Attributes 
4. 8. 2a. Importance of Landscape 
and Countryside 
4. 8. 2b. Satisfaction with Landscape 
and Countryside 
4. 8. 3a. Importance of Weather and 
Climate 
4. 8. 3b. Satisfaction with Weather 
and Climate 
4. 8. 4a. Importance of History and 
Culture 
4. 8. 4b. Satisfaction with History and 
Culture 
4. 8. Sa. Importance of Special 
Interests and Hobbies 
4. 8. Sb. Satisfaction with Special 
Interests and Hobbies 
4. 8. 6a. Importance of Friendly 
People 
4. 8. 6b. Satisfaction with Friendly 
People 
4. 8. 7a. Importance of Contact with 
the Irish 
4. 8. 7b. Satisfaction with Contact 
with the Irish 
4. 8. 8a. Importance of Sporting 
Activities 
4. 8. 8h. Satisfaction with Sporting 
Activities 
4. 8. 9a. Importance of Research. 
Learn a Language 
4. 8. 9b. Satisfaction with Research! 
Learn a Language 
4. 8. IDa. Importance of Rest and 
Relaxation 
4. 8. lOb. Satisfaction with Rest and 
Relaxation 
4. 8. Ila. Importance of Music and 
Art 
4. 8. II b. Satisfaction with Music and 
Art 
4.8. I2a. Importance of Shopping 
4. 8. 12b. Satisfaction with Shopping 
4. 8. 13a. Importance of 
Accommodation 
4. 8. 13b. Satisfaction with 
Accommodation 
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4. 8. I4a. Importance of Food and 
Drink 
4. 8. 14h. Satisfaction with Food and 
Drink 
4. 8. ISa. Importance of Value for 
Money 
4. 8. ISb. Satisfaction with Value for 
Money 
4. 8. 16a. Importance of Accessibility 
4. 8. l6b. Satisfaction with 
Accessibility 
I,Section 9: I 
4. 9. Regional Desired Attributes 
4. 9. 1. Ireland 
4. 9. 2. Dublin 
4. 9. 3. The West 
4. 9. 4. South West 
4. 9. 5. Shannon 
4. 9. 6. South East 
4. 9. 7. North West 
4. 9. 8. Midlands! East 
4. 9. 9. Northern Ireland 
4. 9. 10. Regional Satisfaction Mean 
Scores 
I Section 101 
4. 10. Possible Repeat Purchase 
4. 10. 1. Summary of Possible Repeat 
Purchase and Consumption of Future 
Holidays 
I~ection 11: I 
4. 11. Conclusion 
4. 11. 1. Summary 
Introduction "Section 2 "Section 3 "Section 4 "Section 5 "Section 6 .. 
Section 7" Section 8" Section 9" Section 1 0" Section 11 
4. 1. Introduction 
Businesses must make the right decisions every day and these decisions are 
based on the demands and trends of the market place. To be able to make the right 
decision effectively information about the targeted market place must be known. To 
acquire this infonnation, which must be pertinent, accurate and timely, the correct 
marketing research must be applied and analysis of this research must be able to 
supply the business with reliable results and findings for market decisions and 
strategies to be made. In the tourism industry the act of making marketing decisions 
becomes more risky as competition increases and the product on offer becomes more 
similar in nature to the competition in the eyes of the tourist. Success in tourism 
depends on identifYing and fulfilling customer needs in a rapidly changing 
environment 
Research design and employment of a questionnaire or other type of survey, 
along with the techniques involved in analysing the final data must involve rigorous 
planning and application. Appropriate analysis of research findings must have a 
number of components: 
1. Selection of methods appropriate to the nature of the problem; 
2. Appropriate selection of the sample; 
3. Appropriate design; 
4. Rigorous implementation of the research design; 
5. Selection of methods appropriate to the problem, nature of the sample and 
research design. (Ryan, 1996) 
Poor research design, sample selection and analysis of data might lead to 
invalid recommendations and hence inappropriate policies might result. One of the 
remaining difficulties in tourism (and hospitality) planning is the problem of obtaining 
accurate and reliable information, as tourism statistics are notoriously difficult to 
obtain and verify, (Teare et al, 1990). 
In chapter three both research, research design, questionnaire design and research 
implementation and processing were discussed. In chapter four analysis of the results 
will be discussed and illustrated where appropriate. First the objectives of the 
primary research will be given. 
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4. 1. 2. Objectives of the Research 
The objectives of the research are: 
• To identifY decision making models for destination selection; 
• To identifY motives and determinants of travel behaviour; 
• To identifY a basis for judging relative attractiveness in travel behaviour; 
• To identifY the criterion by which tourists select Ireland as a destination; 
• To identify the range of destination attributes within the criterion range; 
• To determine the degrees of importance of each attribute; 
• To compute a measure of relative attractiveness for each tourism region in Ireland; 
• To develop a set of brand attributes for each region; 
• To provide a basis for judging relative attractiveness among the tourism regions of 
Ireland; 
• To be able to apply this research prototype on an universal basis. 
An increasingly competitive market environment is resulting in increased 
efforts to attract customers by offering additional services and developing unique 
images. In order for businesses to remain viable, more in depth research on the 
motivations of tourist travel, needs, perceptions of country images and satisfactions 
of tourists is required, (Loker-Murphy, 1996). 
4. 1. 3. Results and Findings 
The first step of any statistical analysis is displaying and summarising the data 
values, (Norusis, 1993). How many tourists, men and women, were interviewed? 
How many were aged below 351 above 35? How many were satisfied with the 
landscape and countryside? How many will return? Data can also be viewed by 
bivariate analysis. How many tourist who visited Dublin, rated the landscape and 
countryside as important to them when selecting their holiday destination? The 
following is an outline of the more important results ensuing from this research. A 
more indepth analysis will subsequently follow under each main heading. 
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4. 1. 3. 1. Results Summary 
Demographics: 
• Of the tourists who travelled to lrelaod 42.8% were male aod 57.2% were female; 
• There was a relationship between 'Gender' and the number of nights spent in the 
Midlands, but no relationship with the number of nights spent in the West; 
• 81.8% were between 15 aod 44 years of age with the remaining 18.2% above 45; 
• Age had ao influence over the use of a bicycle, but no relationship with returning 
for a holiday in the future; 
• Most tourists travelled with one or more other tourists, although more male 
tourists (56.3%) travelled alone thao did female tourists (43 .7%); 
Tourism Product Usage: 
• As was expected tourists mainly came to Ireland for a holiday (79.9%), which had 
a significaot relationship with whether they had been here or not before; 
• The majority of tourists were here for their first holiday, only 32% were here 
before, with 67.5% indicating satisfaction with rest aod relaxation. Of those 
tourists who were on their first holiday to Irelaod 55% indicated satisfaction. This 
shows a slight variation betweeen those who have experience of Irelaod aod those 
who are naive; 
• 73.2% of those tourists who had visited Irelaod before were here between one and 
three times, with a further 15.1 % having visited between four and eight times. 
However this variable when compared with others was not found to have had a 
significaot relationship; 
• The majority of tourists (93 .2%) spent 7 or more nights in Irelaod on this visit. 
However taking a closer aod regional aoalysis these tourists were found to be of a 
migraot nature with the most popular length of stay in most of the regions being of 
between one aod three nights, indicating a growing trend towards shorter stays. 
Modes of Transport Used: 
• The most used form of transport when in Irelaod was public traosport as the 
majority of tourists when travelling within Irelaod will use a form of public 
transport be it bus, rail, or taxi ; 
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• Public transport also had a significant relationship with those tourists travelling to 
the West, which is understandable because one would have to use either a bus or 
train to get to the West, if ones own transport was not available; 
• Other forms of transport used were, private coach hire (17.2%), hire car (39. 1%), 
own! friends car (13.4%), motorbike (1.4%), bicycle (8 .6%), campervan (0.3%), 
Shannon cruiser (1 %), walking! hitchhiking (1.2%); 
• Hire car users and those tourists travelling to Dublin were found to have a 
significant relationship, with 75% of users having travelled to Dublin; 
• 62% of Private coach users were found to have a significant relationship with 
ahving travelled to the west; 
• There was found to be little relationship with the modes of transport with little 
utilisation, with the other variables; 
Geographical Dispersion of Tourists in Ireland: 
• The most popular regions were as follows, (listed in order 1- 8): 
1. Dublin (city and county), 75% (777) of all German tourists. 52.1% (539) stayed 
for three nights or less. A significant proportion of tourists also travelled in a 
group of two or more when they visited Dublin. 
2. The West, 58% (604) of sample. 34.4% (356) stayed for three nights or less. 
More tourists travelled in groups of two or more when they went to the West; 
3. The South West, 57% (593) of sample. 24% (248) stayed for three nights or less. 
4 . The Shannon region, 46% (478) with 30.9% (320) stayed for three nights or less; 
5. The South East, 35% (364) of tourists. 26.6% (275) stayed for three nights or 
less; 
6. The North West, 29% (298) of tourists. 18% (186) staying for three nights or 
less; 
7. Midlands East, 17% (173) with 12.3% (127) staying for three nights or less; 
8. Northern Ireland, 12% (123), with 6 .9% (71) staying for three nights or less. 
The majority of tourists travelled in groups of two or more and this had a significant 
relationship with all of the first six regions visited. Having visited Ireland before was 
significant when selecting the Midlands as a destination, indicating experience of this 
region was important Whereas public transport was significant when travelling to 
the North . 
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Geographical Origin of Tourists: 
• Over 68% of German tourists originated from the first four regions listed, 
N ordrhein- Westfalen, Hessen, Bayern and Baden- Wiirttemberg, which also 
indicates the location of the major airports in Germany; when this variable was 
related to those tourists who travelled by hire car, again the majority oftoursits 
came from Bayern and Baden- Wiirttemberg (30.9%/ 125), and a further 39.3%1 
159) from Nordrhein- Westfalen and Hessen. These regions are loc.ated in the 
south and east of Germany, and also near the main airports, which could be a 
significant deciding factor for those using a hire car. 
Media Exposure and Other Innuences: 
• The most influencing information on selecting Ireland was found to be advise from 
friends and relatives, (51.5%), with experience coming in second, (28.4%); Again 
when selecting the Shannon region as a destination advise from friends and 
relatives came in top with 56.1 %. 
Attribute Ratings: 
• Brand attributes for Ireland and the eight regions within Ireland were also 
determined depending on their importance to the tourists in their selection of a 
destination. Satisfaction ratings were also calculated. 
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Table 4 - 1: Important Attribute Ratings 
Ireland Landscape & Friendly Contact with History & Rest and 
Countryside People the Irish Culture Relaxation 
Dublin As above As above As above Musie and Rest and 
Art Relaxation 
South East As above As above As above History & Musie and Art 
I Culture 
, 
South West As above As above As above As above Food and 
Drink 
Shannon As above As above As above As above Rest and 
Relaxation 
The West As above As above As above As above Music and Art 
North We.t As above As above As above As above Rest and 
Relaxation 
Midlands East As above As above As above As above Rest and 
Relaxation 
Nortbern As above As above As above As above Music and 
Ireland Art. 
Possible Repeat Purchase: 
• 96.2% of German tourists indicated they would return to Ireland for a holiday in 
the future, which is a large figure considering the total sample size. Surprisingly 
there was a significant relationship between returning in the future with shopping 
found when the tourists reached the destination, as this was least important 
attribute when selecting Ireland . 
The following diagram is an illustration as to how the above results contribute 
to the understanding of tourists behaviour when selecting holiday destinations. It is 
based on the model used in chapter three. 
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Figure 4-1. Consumer Behaviour and the Research Model 
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'I Involvement Risk Learning Selflmage 
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~ 
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+ 
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Return to Ireland for a future holidav. Repeat the Decision Making Process. 
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4. 2. Demographics 
As the market potential for any product or service is equivalent to the number 
of people who want or need it (Engel, Blackwell and Miniard, 1990), the first results 
will be given describing the demographic characteristics of the German tourist 
population. Demographic information is widely used in the form of age, gender 
family status, income and social class, but only a few of these were used in the 
questionnaire. 
4. 2. I. Gender 
As can be clearly seen from the table and chart below 42.8% (443) of the 
research sample were male and 57.2% (592) were female. This is a representation of 
the general population of German tourists that travel to Ireland as it has managed to 
achieve as close to a 50:50 representation as possible. Schiffinan and Kanuk, (1994) 
point out that in gender issues, women are the critical family influencers or decision 
makers for many items and services that are used by other family members. This is a 
factor when targeting potential consumers ofthe Irish tourism product. 
Table 4 - 2a. Gender of Respondents 
Gender Frequency Percent Cum Percent 
Male 443 42.8 42.8 
Female 592 57.2 1000 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 1.572 
These results are inadequate to make tourism management decisions, and 
therefore bivariate analysis in the form of crosstabualtions will be made. Cross 
tabulations of the variable 'Gender' (Question One), with the following variable was 
found to have a relationship or influence on each other: 
Number of nights spent in the 'Midlands! East' region ofIreland. 
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This is not a complete list as the amount of variables would be too labourious to be 
given here. A completed list and values can be found in appendix 4a. 
Table 4 - 2 b.: Gender by number of nights in the Midlands! East 
Male Count 
Row % 
Female Count 
Row % 
Column 
Total 
Chi-Square 
Pearson 
1-3 
nights 
62 
14.0 
65 
11.0 
127 
12 .. 3 
4-6 7 or 
nights more 
nights 
13 12 
2.9 2.7 
10 5 
1.7 0.8 
23 17 
2.2 1.6 
Value 
11.60423 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
One 
month or 
more 
1 
0.2 
5 
0.8 
6 
0.6 
DF 
4 
Did not 
go there 
355 
80.1 
507 
85.6 
862 
83.3 
Row Total 
443 
42.8 
592 
57.2 
1035 
100.0 
Significance 
0.02055 
2.568 
2 of10 (20.0%) 
The above results show that cells with expected frequency < 5 is at 20% and 
Pearson's value of significance 0.02055 indicates that a relationship exists. There is a 
2% chance this relationship will not occur again, and 98% confidence that the 
relationship will occur again Figure 4 - 2a below shows the related variables. 
600~-------------------------------------. 
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400 
300 
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o 
Male Fe rn ale 
Gender 
- 1-3 nights 
_ 4-6 nights 
_ 7 or more nights 
. one month or more 
did nolgo there 
Figure 4 - 2a.: Gender of respondents by No. of nights spent in Midlands! East 
Other crosstabulations were applied with the variable 'Gender', however they 
were found not to have a significant relationship or influence on one another and 
were therefore disregarded. An example of one such crosstabulations can be seen 
below: 
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Table 4 - 2c. Gender by number of nights in the West. 
1-3 4-6 
nights nights 
Male Count 158 60 
Row % 35.7 13.5 
Female Count 198 72 
Row 0/0 33.4 12.2 
Column 356 132 
Total 34.4 12.8 
Chi-Square Value 
Pearson 2.17244 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
7 or 
more 
ni1!bts 
46 
10.4 
67 
11.3 
113 
10.9 
One 
month or 
more 
2 
0 .5 
I 
0.2 
3 
0.3 
DF 
4 
Did not 
go tbere 
177 
40 .0 
254 
42.9 
431 
41. 6 
Row Total 
443 
42.8 
592 
57.2 
1035 
1000 
Significance 
0.70408 
1.284 
2 of 10 (20.0%) 
Having achieved a relationship between gender and number of nights spent in 
the Midlands East, one could assume a similar relationship with the number of nights 
spent in the West. This is not the case as can be seen from the above figures. The 
Pearson's value of significance indicates that at 0.70408 there is only a 30% chance 
this relationship will occur again. It is far from the established 0.05 or 95% 
confidence level, and therefore will be disregarded as it does not have a causal 
relationship. Figure 4 - 2b below represents this crosstabulation in graphical form . 
300~-----------------------------------------, 
200 
1 0 0 
o 
G end e r 
_ 1 .3 n ight s 
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Figure 4 - 2b: Gender of respondents by the No. of nights spent in the West 
4. 2. 2. Age Group 
The majority oftou~ists interviewed were among the 15- 44 age group with 
81.8% (847) response rate in this group. Only a further 18.2% (188) came from 
above the 45 age groups. This would indicate that only younger tourists may find 
Ireland attractive enough to visit, but this is not the case. Misleading representation 
of the population is to be discovered in this sample because of a few factors . 
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1. It was discovered that the majority of older tourists were not interested in filling out 
questionnaires or listening to the researcher in the first place. This was not the case 
with the younger tourists as they were more than eager to provide as much 
information and help with the research as was possible. 
2. Many older Germans were travelling in groups or with organised tours, and therefore 
to avoid repetition of responses, as would be the case with regions visited only a 
selected few from these groups were approached to complete the questionnaire. This 
was employing the method of stratified random sampling. 
3. The majority of the older generation spoke little or no English, the researcher spoke 
little German, and when approached these tourists would be unwilling to complete 
the questionnaire even when shown it was also translated into German. 
The largest representation of tourists came from the 15- 24 age group with a 
43.5 % (450) response rate here. Whereas the smallest representation of the tourists 
came from the opposite end of the range at the 65 or over group with a 3.4% (35) 
response rate. A further breakdown of age groups can be seen from the table and 
chart below. 
Chadee and Cutler (1992) in their research on the motivations of Australian 
backpackers, state that the young tourist is typically looking for a novel experience, 
low cost, easy access to culture, entertainment and places of historic interests. As 
43% of the sample interviewed were among the 15- 24 age group will there be 
similar findings? 
Table 4 - 2d : Age Group of Respondents 
Age group Frequency Percent Cum Percent 
15-24 450 43.5 43.5 
25- 34 281 27.1 70.6 
35- 44 116 11.2 81.8 
45- 54 95 9.2 91.0 
55- 64 58 156 96.6 
65 or over 35 3.4 100.0 
TOTAL 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 2.164 
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Cross tabulations of tbe variable' Age Group' (Question Two), with the 
following variable was found to have a relationship or influence on each other: 
• Use of a 'Bicycle' as transportation in Ireland. 
Table 4 - 2e. Age Group by use of a bicycle as transportation in Ireland 
Yes No 
Count 60 390 
15- 24 Row 0/0 13.3 86.7 
Count 18 263 
25- 34 Row 0/0 6.4 93 .6 
Count 7 109 
35- 44 Row 0/0 6.0 94 .0 
Count 4 91 
45- 54 Row 0/0 4.2 95.8 
Count 58 
55-64 Row 0/0 100.0 
65 or Count 35 
over Row 0/0 100.0 
Column 89 946 
Total 8.6 91.4 
Chi-Square Value 
Pearson 26. 60084 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
DF 
5 
Row Total 
450 
43.5 
281 
27.1 
116 
11.2 
95 
9.2 
58 
5.6 
35 
3.4 
1035 
1000 
Significance 
0.00007 
3.010 
2 of 12 (16.7%) 
Cells with expected frequency < 5 is calculated to be 16.7%, which is below 
the cut offlevel of20%. This table is valid. The Pearson's chi squared significance 
value is 0.00007. This indicates a significant relationship between tbe use of a bicycle 
and age group. This is obvious as ' age' can relate to 'agility' and the more agile one 
is the stronger the likelihood one is to use a bicycle as a mode of transport while on 
holiday. Figure 4 - 2c below illustrates this table in graphical form 
500~----------------------------------------, 
400 
300 
2 00 
100 
o 
Age G ro u p 
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Figure 4 - 2c: Age group by use of a bicycle as transportation in Ireland 
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Other crosstabulations were applied with the variable' Age Group', however 
they were found not to have a significant relationship or influence on one another and 
were therefore disregarded. An example of one such crosstabulations can be seen 
below: 
Table 4 - 2f.: Age Group by Return to Ireland for a future holiday 
Yes 
Count 439 
15- 24 Row 0/0 97.6 
Count 269 
25- 34 Row % 95.7 
Count 108 
35- 44 Row 0/0 93.1 
45- 54 Count 93 
Row 0/0 97.9 
Count 54 
55- 64 Row 0/0 93.1 
Count 33 
65 or over Row % 94.3 
Column 996 
Total 96.2 
Chi-Square Value 
Pearson 8.15626 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
No 
II 
2.4 
12 
4.3 
8 
6.9 
2 
2.1 
4 
6.9 
2 
5.7 
39 
3.8 
DF 
5 
Row Total 
450 
43.5 
281 
27.1 
116 
11.2 
95 
9.2 
58 
5.6 
35 
3.4 
1035 
100.0 
Significance 
0.14783 
1319 
4 of 12 (33.3%) 
When the variables in this table were combined to obtain a figure for cells 
with expected frequency < 5, the significance value was still above the level of 0.05% 
or 95% confidence. 
As one can see with the above value of significance, 0.14783, it indicates that 
there is a 15% chance of the relationship not occurring again. When the new values 
were obtained the Pearson's value of significance was higher again, 0.20443, 
indicating a 20% chance of it not occurring again. This will be disregarded as there is 
not a significant relationship between these two variables. Figure 4 - 2d below 
illustrates this table in graphical form. 
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500~------------------------------------, 
400 
300 
200 
100 
Would you return ... ? 
. yes 
o ~---, _no 
15-24 25-'14 3544 45-54 55.fj4 65 or over 
Age Group 
Figure 4 - 2d: Age Group by would you return to Ireland ....... ? 
4.2.3. Way Of Travel 
More people travel in groups these days due to safety reasons. It is also true 
to say that group tours, be it Golden Years breaks or Jamboree Scout Groups, are on 
the increase. A large proportion of tourists, 88.5% (916), travelled in groups of two 
or more. This left a very small proportion travelling alone, 11.5% (119). 
Table 4 -2g: Way of Travel 
Did you traveL .... Frequency Percent 
Alone 119 U .5 
Group (){ 2 or more 916 88.5 
Totlll 1035 100.0 
Valid Cases 1035 Missing cases 0 Mean 
Cum Percent 
11.5 
100.0 
1.885 
An average at 1.885, indicates the majority of responses were in the second 
category. Cross tabulations of the variable 'Way of Travel' (Question Three), with 
the following variable was found to have a relationship or intluence on each other: 
• 'Gender'. 
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T able 4 -2h. : D'd 1 you T 'r,ave ........ 
Count Male 
Row % 
Count 67 
Alone Row % 56.3 
In a group of 2 or Count 377 
more Row % 41.2 
Column 444 
Total 42 .9 
Chi-Square Value 
Pearson 9.86209 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
b G d V en 
Female 
52 
43.7 
539 
58.8 
591 
57.1 
er 
Row Total 
119 
11.5 
916 
88.5 
1035 
100.0 
DF 
1 
Significance 
0.00169 
51049 
o 
The Pearson's value of 0.00169 indicates a significant relationship where 
there is a 0.2% chance of this relationship not occurring again. As the cells with 
expected frequency is 0, this is a valid table. 56% of all those travelling alone were 
male. 44% females. A further 41 % of males travelled in groups to 59% of females. 
In general those travelling alone will more likely be males. A reason why females 
travel more in groups is to do with safety reasons. Figure 4 - 2e below illustrates 
these results . 
600~-----------------------------------------------. 
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o 
Did you travel. . 
Figure 4 - le.: Way of Travel by Gender 
Ender 
_ Male 
_ Female 
Other crosstabulations were applied with the variable 'Way of Travel', 
however they were found not to have a significant relationship or influence on one 
another and were therefore disregarded. An example can be seen below: 
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Table 4 - 2i. Did you Travel .... by number of nights in Northern Ireland 
1- 3 4- 6 7 or more did not go there 
nights nights 
Count 6 2 
Alone Row % 5.0 1.7 
10 a group of Count 65 , 26 
2 or more Row % 7.1 2.8 
Column Total 71 28 
6.9 2.7 
Ohi-Square Value 
Pearson 2.72203 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
nights 
I 
0.8 
23 
2.5 
24 
2.3 
DF 
3 
JlO 
92.4 
802 
87.6 
912 
88.1 
Row Total 
11 9 
11 .5 
916 
88.5 
1035 
100.0 
Significance 
0.43650 
2.759 
2 of 8 (25%) 
When the variables were combined to obtain a valid value for cells with 
expected frequency < 5 a significant relationship was not obtained. This could be due 
to the small sample size, as only 12% tavelled to the North. Figure 4 - 2f. illustrates 
these results 
below. 
1~~--------------------------------~ 
800 
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alone Group of 2 or more 
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Figure 4 - 2f.: Did you travel.. by. No. of nights spent in Northern Ireland 
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4. 2. 4. Summary of Demographic Results 
Gender is seen as a highly significant variable when segmenting different 
target groups for marketing purposes. This is mainly because of the different choices 
both male and female will make when purchasing a product and also the influence 
each will have when making a purchase decision. 
It was discovered when deciding to go to the midlands there was a 
relationship with gender. When the choice of going to the west was being made 
there was no significant relat,ionship. Of the other variables gender was analysed 
with, satisfaction with shopping, value for money, special interests and hobbies, and 
travelling alone or in a group oftwo or more were found to have an influence on 
each other. 
When age group was being analysed it was discovered that the majority were 
young tourists. It was then found that in relation to Chadee and Cutler' s research 
(1992), these tourists also indicated a relationship with culture, history, entertainment 
and costs. this can not be conclusive as other age groups were involved in the 
present research and it was not exclusively young tourists who were analysed alone. 
It is important to note that in the case of future marketing strategies many other 
variables had an important influence on age group. 
Ninety percent ( 90%) were travelling in groups and therefore more than one 
person will have had an influence on where to go on holiday in Ireland, what mode of 
transport would be used and main reason for coming to Ireland. 
As the majority of tourists will be travelling in groups of two or more it is 
important to take into consideration the ' others' involved when making a travel 
decision, and therefore when marketers of the tourism product are planning 
marketing strategies and promotions. 
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4.3. Tourism Product 'Usage' 
The following variables will be sectioned under the heading of usage. This 
covers the areas of a tourists main purpose for travelling to Ireland, how frequently 
they have or have not travelled to Ireland before, and how long they stayed in Ireland 
on this trip . 
4. 3. 1. Main Purpose for Travel 
People can have many motivations for travelling to a certain destination, such 
as rest and relaxation, visiting friends and relatives, pleasure, business, shopping, 
researching etc. Tourists will also have one main reason for travelling to a 
destination which may be isolated from all other motives, or a combination of all 
other motives . As the research was aimed at holidayrnakers it was hoped that 100% 
would be in the holiday category. People go on holiday and combine business or 
meeting up with friends and family or research as well. The following results will 
indicate the breakdown oftypes of tourists main purpose for travelling to Ireland. 
The breakdown of purpose of visit was as follows. 79.9% (827) on holiday, 
14.6% (151) visiting friends and relatives (VFR), 4% (41) on a business trip or 
conference, and 1.5% (16) for other reasons, mainly researching. 
Table 4 - 3a. : Purpose for coming to Ireland 
Purpose Frequency Percent 
Business! Conference 41 4.0 
Holiday 827 79.9 
VFR lSI 14.6 
Other 16 1.5 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 
112 
Cum Percent 
4.0 
83.9 
98.5 
1000 
2.137 
The mean figure of2.137 verifies that the majority of respondents were here 
for a holiday, 80%. Cross tabulations of the variable 'Purpose' (Question Four), with 
the following variable was found to have a relationship or influence on each other: 
• 'Visited' Ireland before. 
Table 4 - 3b: Purpose for coming BY Have you visited Ireland before? 
Businessf 
Conference 
Holiday 
VFR 
Other 
Column 
Total 
Chi-Square 
Pearson 
Count 
Row 0/0 
Count 
Row % 
Count 
Row % 
Count 
Row 0/0 
Yes 
23 
56.1 
211 
25.5 
94 
62.3 
2 
12.5 
330 
31.9 
No 
18 
43 .9 
616 
74.5 
57 
37.7 
14 
87.5 
705 
68 .1 
Value 
93.40559 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
Row Total 
41 
4.0 
827 
79.9 
151 
14.6 
16 
J.5 
1035 
100.0 
DF 
3 
Significance 
0.00000 
5.101 
o 
There is a very significant relationship here between purpose for coming to 
Ireland and having visited Ireland before. Pearson's significance value indicates that 
there is 100% chance that this relationship will happen again as the value is zero. 
Figure 4 -3a below illustrates these results. 
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Figure 4 - 3a.: Purpose for visiting Ireland by Visited Ireland before. 
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Other crosstabulations were applied with the variable 'Purpose', however 
they were found not to have a significant relationship or influence on one another and 
were therefore disregarded. An example of one such crosstabulations can be seen 
below: 
T bl 4 3 a e - c : P urpose or comm to IldbN f'h'Nlld re an y 0.0 Rl ts m . re an 
1-3 nights 4-6 nights 7 or more did not go 
Business! Count 1 1 
Conference Row % 2.4 2.4 
Holiday Count 63 24 
Row % 7.6 2.9 
VFR Count 5 2 
Row % 3.3 1.3 
Other Count 2 I 
Row % 12.5 6.3 
Column 71 28 
Total 6.9 2.7 
Chi-Square Value 
Pearson 16.04176 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
nil(bts 
1 
2.4 
14 
1.7 
8 
5.3 
1 
6.3 
24 
2.3 
DF 
9 
there Row Total 
38 
92.7 
726 
87.8 
136 
90.1 
12 
75.0 
912 
88.1 
41 
4.0 
827 
79.9 
151 
14.6 
16 
J.5 
1035 
100.0 
Significance 
0.06601 
0.371 
8 of 16 (50.0%) 
As one can see from the above table there is no significant relationship 
between purpose of visit with those who spent time in Northern Ireland. This could 
be due to the small sample who travelled to the North. Figure 4 - 3b. illustrates these 
results. 
800~---------------------------------------. 
600 
400 
200 
_ 1-3 nights 
_ 4 -6 nights 
_7 or more nights 
_____ ~_--' _d id not go there 
Main purpose for com ing to Ire'land 
Figure 4 - 3b: Purpose for coming .. by .. Number of nights in Northern Ireland 
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4. 3. 2: Previous Visits to Ireland 
The proportion of German holidaymakers on their first visit to Ireland was 
over two thirds of the total sample, 68.1 % (705). This is relatively similar to the 
total proportion of German tourists as surveyed by Bord Faille in previous years 
surveys. For example, from 1992- 1996 the average percentage oftourists here on 
their first visit was 63%, (Bord Faiite, 1997). This is an important variable as it is 
these first time tourists which we need to satisfy to ensure they return to Ireland 
agam. 
Table 4 - 3d.: Experience of Ireland 
Have you visited before Frequency 
Yes 
No 
Total 
Valid cases 1035 
330 
705 
1035 
Missing cases 0 
Percentage 
31.9 
68.1 
100.0 
Mean 
Cum Percent 
31.9 
100.0 
1.681 
Cross tabulations of the variable ' Visits' (Question Six (a» were applied with 
all other variables, and, for example, the following variable was found to have a 
relationship or influence: 
• Satisfaction with 'Rest and Relaxation'. 
Table 4 - 3e. : Visited Ireland before by Satisfaction with rest and relaxation. 
Yes 
Completely Count 103 
satisfied Row 0/0 46.8 
Count 120 
Very satisfied Row 0/0 30.5 
Count 86 
Neutral Row 0/0 24.9 
COllnt 18 
Not vcry satisfied Row % 29.5 
Not at all Count 3 
satisfied Row % 18.8 
Column 330 
Total 31.9 
Chi-Square Value 
Pearson 32.03874 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
lI5 
No 
117 
53 .2 
273 
69.5 
259 
75 .1 
43 
70.5 
n 
81.3 
705 
68.1 
DF 
4 
, 
Row Total 
220 
21.3 
393 
38.0 
345 
33.3 
61 
5.9 
16 
1.5 
1035 
1000 
Significance 
0.00000 
5.101 
o 
The above table shows there is a very strong relationship between having 
visited Ireland before and satisfaction with rest and relaxation. Over 59% of the total 
respondents were satisfied with rest and relaxation, and of that 59%, 64% were here 
on their first holiday, 36% having been here before. This may indicate that those that 
were here before know what to expect and will have their expectations met, whereas 
those that are here on their first holiday will have their expectations exceeded. 
Only 7.5% of the total sample expressed dissatisfaction. Of this 7.5%,73% 
were here on their first holiday. This could be due a first time tourist to Ireland 
planning a quiet visit to Dublin only to experience the hustle and bustle of city life, 
when they arrive . 
Other crosstabuJations were applied with the variable 'Visits' , however they 
were found not to have a significant relationship or influence on one another and 
were therefore disregarded. An example can be seen below: 
Table 4 -3f.: Visits by Number of nights spent in Northern Ireland 
I Yes 
I 
Count 23 
1-3 nights Row 0/0 32.4 
I 
Count 9 
4-6 nigitts Row 0/0 32. 1 
I Count \0 
7 or more nights I Row 0/0 41.7 
Count 288 
did not go there Row % 31.6 
Column 330 
Total 31.9 
Chi-Square Value 
Pearson 1.10601 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
No 
48 
67.6 
19 
67.9 
14 
58.3 
624 
68.4 
705 
68. 1 
DF 
3 
7.652 
o 
Row Total 
71 
6.9 
28 
2.7 
24 
2.3 
912 
88.1 
1035 
100.0 
Significance 
0.77562 
Pearson 's significance value of 0.77562 indicates there is no relationship 
between these variables as there is only a 22% chance this would happen again. See 
figure 4 - 3c. below. 
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400 
300 
200 
100 
OW _ .... _ _ 
yes no 
Ha\e you I.1sited Ireland before? 
. 1-3 nights 
.~nights 
.7 or more nights 
. did not go there 
Figure 4 - 3c.: Visited Ireland before by number of nights in Northern Ireland. 
The idea that frrst time tourists are sceptical about travelling to the North 
because of what has been reported, biasly or otherwise, in the media, is not supported 
here . 
The amount oftimes a tourist has been here before could give more 
information into the experience one may have about the country and therefore if it 
has any reflection on a purchase decision of the Irish tourism product 
4. 3. 3. Times Previous Visits 
Of the 32% that were here before, 47% (156) were here only once before, 
11.7% (39) were here 8 or more times, and the remainder 41.2% (137) were here 
between 2 and 7 times before. It is assumed that these figures reflect a situation that 
after the second or third time visiting Ireland the novelty factor has worn off or they 
have seen as much as there is to see, and will try something new in the future . The 
number of tourists coming back time and time again are probably those visiting 
friends and relatives and could visit at least once a year. 
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Table 4 -3g.: Times Previous Visits 
Times Visited Frequency Valid Percent Cum Percent 
Once 156 47.0 47.0 
Twice 53 16.0 63.0 
Three times 34 10.2 73.2 
Four times 15 4.5 77.7 
Five times 13 3.9 81.6 
Six times 14 4.2 85 .8 
Seven time.~ 8 2.4 88 .3 
Eight or more times 39 11.7 
1
1000 
Never before 703 Missing 68% 
Total 1035 1000 
Vahd cases 332 MiSSIng cases 703 Mean 2.834 
(NB: only 32% of total sample here before) 
The above results and figure only represents 32% of the total sample. The 
mean value indicates the average response was that the number of previous visits was 
twice or three times. Cross tabulations of the variable ' Times visits' (Question Six 
(b» were applied with all other variables, and, for example, the following variable 
was found to have a relationship or influence: 
• 'Purpose' for coming to Ireland. 
Pearson' s value of significance indicates only a 2% chance it will not happen 
agaIn. Can this be taken as a valid table as the cells with expected frequency < 5 is so 
large? After recoding the cells with expected frequency was just over 25%, with a 
very significant relationship value ofO. To retain some values of distinction between 
the amount of times previous visits, it could not be recoded further. This will be 
rejected. 
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Table 4 - 3b. : Times previous visits by Purpose for coming to Ireland 
Business! Holiday VFR Other 
Conference 
Count 12 
Once Row % 7.7 
Count 2 
Twice Row 0/0 3.8 
Count 2 
Three times Row % , 5.9 
Count 
4-times Row 0/0 
Count 1 
5 times Row 0/ 0 7.7 
Count I 
6 time, Row 6/0 
, 
7. 1 
Count I 
7 times Row 0/0 12. 5 
Count 4 
8 or more Row % 10.3 
Column Total 23 
6.9 
Chi-Square Value 
Pearson 36.89114 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
Number of Missing Observations: 
117 
75.0 
34 
64.2 
20 
58.8 
6 
40.0 
6 
46.2 
8 
57.1 
6 
75.0 
16 
41.0 
21 3 
64.2 
26 
16.7 
17 
32.1 
11 
32.4 
9 
60.0 
6 
46 .2 
5 
35.7 
1 
12.5 
19 
48.7 
94 
28.3 
DF 
21 
I 
0.6 
I 
2.9 
2 
0.6 
700~------------------------------~ 
600 
500 
400 
300 
200 
100 
Row Total 
15G 
47.0 
53 
16.0 
34 
10.2 
15 
4.5 
13 
3.9 
14 
4.2 
8 
2.4 
39 
11.7 
332 
WO.O 
Significance 
0.01732 
0.048 
19 of 32 (59.4%) 
703 (68%) 
• Business! Conference 
_ Holiday 
. VFR 
o .... ~ ..... JIL-.o .. ---...~ __ P---'_-__ -.sII'---I . Other 
Not Before twice 4 times 6 times 8 or more 
How many times have you visited Ireland? 
Figure 4 - 3d: Times previous visits by Main purpose for coming to Ireland. 
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Other crosstabulations were applied with the variable 'Times Visits' , 
however they were found not to have a significant relationship or influence on one 
another and were therefore disregarded. 
800~-----------------------------------------------' 
600 
400 
200 
a no 
4 times 6 
How many times haw you visited Ireland? 
Figure 4 - 3e: Times previous visits by Would you return to Ireland for a 
future holiday? 
Table 4 - 3i. : Times previous visits by Would you return. to Ireland ... . ? 
Once 
Twice 
3 Times 
4 Times 
5 Times 
6 Times 
7 Time, 
8 Times 
Column 
Total 
Chi-Square 
Pearson 
Count 
Row 0/0 
Count 
Row 0/0 
Count 
Row % 
Count 
Row 0/0 
Count 
Row 0/0 
Count 
Row 0/0 
Count 
Row 0;(, 
Count 
Row % 
, 
Yes 
151 
96.8 
52 
98.1 
32 
94.1 
IS 
100.0 
13 
1000 
14 
100.0 
7 
87.5 
38 
97.4 
322 
97.0 
Value 
5.00484 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
N umber of Missing Observations: 
120 
No 
5 
3.2 
1 
1.9 
2 
5.9 
1 
125 
I 
2.6 
10 
3.0 
OF 
7 
Row Total 
156 
, 47.0 
53 
16.0 
34 
10.2 
15 
4.5 
13 
3.9 
14 
4.2 
8 
2.4 
39 
11.7 
332 
100.0 
Significance 
0.65937 
0.241 
8 of 16 (50%) 
703 (68%) 
Cells with expected frequency < 5 are above 20%, but this will be disregarded 
because there is no relationship between the variables, as the significance level is at a 
35% of the relationship occuring again. This did not change when it was recoded. 
The following question on number of nights spent in Ireland on this visit is an 
important question to this research as it would relate to what type of holiday was 
preferred by German tourists . 
4.3.4. Number of nights spent in Ireland on this visit. 
This question was important to indicate what type of holiday was preferred by 
the ordinary German tourist coming to Ireland, be it a short break. or a long break.. 
As can be seen from the table below, the majority of tourists spent a week or more in 
Ireland, 93.2% (965) . The remaining Germans stayed for less than a week. 
Table 4 - 3j.: Nights spent in Ireland on this visit. 
No of Nights Frequency Percent 
1-3 nights 26 2.5 
4- 6 nights 44 4.3 
7 nights or more 965 93.2 
Total 1035 100.0 
Cum Percent 
2. 5 
6.8 
1000 
Valid cases 1035 Missing cases 0 Mean 2.907 
Cross tabulations of the variable ' Nights' (Question Seven) were applied with 
all other variables, and, for example, the following variables were found to have a 
relationship or influence: 
• 'Purpose' for coming to Ireland . 
Once the table below was recoded to those who spent time in the South East 
and those who did not go there, the cells with expected frequency < 5 was produced 
at a valid value of 16% which is less than the required 20%. The Pearson' s 
significance level was also reduced a little further to obtain a highly dependent result. 
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Table 4 - 3k.: Nights spent in Ireland by Number of nights in the South East 
1- 7 or more 
nights 
Count 1 
1- 3 nights Row % 3.8 
Count 8 
4- 6 nights Row 0/0 18.2 
Count 355 
7 or more Row % 36.8 
Column Total 364 
35.2 
Chi-Square Value 
Pearson 17.86546 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
700 
600 
500 
400 
300 
200 
100 
0 
1-3 nights 4-6 nights 
Did not go there 
25 
96.2 
36 
81.8 
610 
63.2 
671 
64.8 
DF 
2 
7 or more 
Number of nights spent in Ireland on this visit 
Row Total 
26 
2.5 
44 
4.3 
965 
93.2 
1035 
1000 
Significance 
0.00013 
9.144 
1 of 6 (16%) 
. 1-3 nights 
_ 4-6 nights 
_7 or more nights 
_ Did not go there 
Figure 4 - 3f.: Nights spent in Ireland by No. of nights spent in the South East 
Other crosstabulations were applied with the variable 'Visits' , however they 
were found not to have a significant relationship or influence on one another and 
were therefore disregarded. 
The following data indicates that there is no relationship with having visited 
Ireland before and the number of nights spent in Ireland on this visit. 
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T able 4 - 31. : N' h . I I db H I~l ts spent m re an y 
Yes 
Count 12 
1- 3 nights Row 0/0 46.2 
Count 15 
4- 6 nights Row % 34.1 
Count 303 
7 or morc Row 0/0 31.4 
Column Total 330 
31.9 
Chi-Square Value 
Pearson 2.64096 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
.. d I ave you Vlslte reland be fore? 
No 
14 
53.8 
29 
65 .9 
662 
63.6 
705 
68. 1 
DF 
2 
Row Total 
26 
2.5 
44 
4.3 
965 
93 .2 
1035 
100.0 
Significance 
0.26701 
8.290 
o 
4. 3. 5. Summary of Tourism Product Usage 
These results must be taken into consideration when marketing the tourism 
product to pleasure holidaymakers, as it can be seen that number of nights spent in 
Ireland on this trip has an influence on several other attributes. 
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Section 7" Section 8" Section 9" Section 10" Section II 
4. 4. Modes of Transport 
Tourists were asked what mode of transport they used when in Ireland. They 
were given a list of typical modes oftransport a tourist may use while on holiday to 
choose from. As was found in a number of cases, the majority of tourists gave more 
than one response. The following results indicate these responses and exhibit the 
most popular form of transport a tourist from Germany uses when in Ireland. The 
modes of transport are listed in order of popularity. 
4. 4. 1. Public Transport 
Fourty four percent (43 .8%) of German tourists indicated they used a form of 
public transport when in Ireland. This could have been anything from buses, taxis, 
trains etc. This was the most popular form of transport for German tourists. 
Table 4 - 4a.: Use oCPublic Transport 
Didyou use ...... Frequency Percent 
Yes 453 43 .8 
No 582 56.2 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
43 .8 
1000 
1.562 
The values above show that over 50% of tourists did not actually use public 
transport as a mode of travelling within Ireland. Cross tabulations of the variable 
'Public Transport' (Question Five; I), with the following variables were found to 
have a relationship or influence on each other: 
• Number of nights spent in 'West' . 
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Table 4 - 4b.: Use of public transport by Number of nigbts spent in the West. 
Yes 
Count 118 
1-3 nights Row % 33.1 
Count 6~ 
4-6 nights Row 0/0 5L5 
Count 69 
7 or more niebts Row 0/0 6Ll 
Count 2 
one month or more Row 0/0 66.7 
Count 196 
did not go there Row % 45.5 
Column 453 
Total 43 .8 
Chi-Square Value 
Pearson 34.4204 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
No 
238 
66.9 
64 
48 .5 
44 
38.9 
1 
33.3 
235 
54.5 
582 
56 .2 
DF 
4 
Row Total 
356 
34.4 
1J2 
12.8 
113 
10.9 
3 
0.3 
431 
41.6 
1035 
100.0 
Significance 
0.000000 
1.313 
2 of 10 (20.0%) 
There is a significant relationship between public transport and number of 
nights spent in the west, as the significance value is at O. This would verifY that there 
is 100% confidence that this relationship will occur again. 
For a tourist to travel to the West from any point of entry in Ireland, one 
would have to use either public transportation or some other form of transport. Ai; 
public transport is the most convenient way of getting to the West, and as it has also 
been established to be the most popular form of transport used when in Ireland, it is 
not that surprising that there was a relationship found between these two variables. 
Figure 4 - 4a. illustrates these results below. 
300~---------------------------------------. 
200 
100 
_ 1-3 nights 
_ 4-6 nights 
_7 or more nights 
. lOne month or more 
o ,---,----,--, D did not go there 
Yes No 
Did you use public transport when in Ireland? 
Figure 4 - 4a.: Use of public transport by Number ofnigbts spent in tbe West 
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Other crosstabulations were applied with the variable' Public Transport', 
however they were found not to have a significant relationship or influence on one 
another and were therefore disregarded. 
Table 4 -4c. : Use of public transport by Satisfaction with value for money 
Coml,lctclv Satisfied 
Very Satisfied 
Neutral 
Not very Satisfied 
Not at all Satisfied 
Column 
Total 
Chi-Square 
Pearson 
Count 
Row 0/0 
Count 
Row % 
Count 
Row % 
Count 
Roll' 0/0 
Count 
Row 0/0 
Value 
4.26518 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
Yes 
7 
35.0 
45 
50.6 
166 
43 .2 
120 
40.7 
115 
46.6 
453 
43.8 
No 
13 
65.0 
44 
49 .4 
218 
56.8 
175 
59.3 
132 
53.4 
582 
56.2 
DF 
4 
Row Total 
20 
1.9 
89 
8.6 
384 
37.1 
295 
28.5 
247 
23.9 
1035 
100.0 
Significance 
0.37131 
8.754 
o 
Ofthe 44% oftourists who did avail of public transport, only 12% were 
satisfied with value for money, whereas over 52% were not satisfied. There is not a 
significant relationship between these two variables, as the Pearson's value of 
significance is at 0.37131 indicating a 37% chance this will not happen again. Figure 
4 - 4b. illustrates these results below. 
300~---------------------------------------. 
200 
100 
o L....II_ 
. Completely satisfied 
. Very Satisfied 
. Neither satisfied or 
dissatisfied 
. Not very satisfied 
_ -'-----' D Not at all satisfied 
Did you use public transport when in Ireland? 
Figure 4 - 4b.: Use of public transport by Satisfaction with value for money. 
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4. 4. 2. Hire Car 
The second most popular form of transport used by German tourists when in 
Ireland was the Hire Car. German tourists were asked to indicate their choice of hire 
cars as their mode of transport when in Ireland 39.1% (405) of tourists stated they 
did use a hire car in Ireland. This was less than half of the sample. 
Table 4 -4d.: Hire Car 
Didyou use ..... 
Yes 
No 
Total 
Valid cases 1035 
Frequency 
405 
630 
1035 
Percent 
39.1 
60.9 
100.0 
Missing cases 0 Mean 
Cum Percent 
39.1 
1000 
1.609 
Cross tabulations of the variable 'Hire Car Use' (Question Five; 2) were 
applied with all other variables, and for example, the following variables were found 
to have a relationship or influence: 
• No of nights spent in ' Dublin'. 
Table 4 - 4e. : Hire Car by Number of nights spent in the Dublin. 
\-3 nil!hts 
4-6 nights 
7 or more nights 
one month or more 
did not 20 there 
Column 
Total 
Chi-Square 
Pearson 
Count 
Row 0/0 
Couot 
Row % 
Count 
Row 0/0 
Count 
Row % 
Count 
Row % 
Yes 
229 
42.5 
57 
36.8 
16 
20.5 
1 
20.0 
102 
39.5 
405 
39.1 
Value 
15.04626 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
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No 
310 
57.5 
98 
63.2 
62 
79.5 
4 
80.0 
156 
60.5 
630 
60.9 
DF 
4 
Row Total 
539 
52.1 
155 
15.0 
78 
7.59 
5 
0.5 
258 
24.9 
1035 
100.0 
Significance 
0.00461 
1.957 
2 of 10 (20.0%) 
Pearson' s value of significance, 0.00461 or 0.46%, indicates there is a 
significant relationship between the use of a hire car and the number of nights spent in 
Dublin. As the majority of tourists who spent time in Dublin stayed less than one 
week, 76%, their use of a hire car is not surprising. For example, to hire a Hertz car 
from Dublin Airport would cost £49 per day, or £270 per week, all inclusive of taxes 
and insurance, given a valid passport and drivers licence, (Hertz, Dublin Airport, 
6/7/98). Figure 4 - 4c. below illustrates these results. 
400~~---------------------------------------' 
300 
200 
100 
o 
Yes No 
- 1-3 nights 
_ 4 -$ 'nights 
_7 ormore nights 
. one month or more 
_ ...... --1--1 D did not go there 
Did you use a hire car when in Ireand ? 
Figure 4 - 4c: Hire Car by Number of nights spent in Dublin 
Other crosstabulations were applied with the variable' Hire Car', however 
they were found not to have a significant relationship or influence on one another and 
were therefore disregarded. 
T bl 4 4f H· C b N b a e - : Ire ar y urn er 0 f . ht DIg 
Yes 
Count 34 
l-3 nights Row 0/0 47.9 
Count 6 
4-6 nights Row % 21.4 
Count 10 
7 or more nights Row % 41.7 
Count 355 
did not go there Row % 38.9 
Culumn 405 
Tutal 39.1 
Chi-Square Value 
Pearson 6.05040 
Minimum Expected Frequency 
CeUs with Expected Frequency < 5 
128 
S spen t" N rth In 0 
No 
37 
52.1 
22 
78.6 
14 
58 .3 
557 
61.1 
630 
60.9 
DF 
3 
ern I I d re an 
Row Total 
71 
6.9 
28 
2.7 
24 
2.3 
912 
88.1 
1035 
100.0 
Significance 
0.10918 
9.391 
o 
It is not surprising that there is no signiticant relationship here as the sample 
of German tourists who travelled to Northern Ireland was small, and the majority 
would have availed of the public transport system. Trains and bus services to and 
from the North are quite frequent and inexpensive. 
600~----------------------------------------' 
500 
400 
300 I 
200 
100 
oLl_ L-__ 
Yes No 
Did vou use a hire car when in Ireland ? 
- 1-3 n iQhts 
_ 4 -6 niahts 
- 7 or more niQhts 
_ did not co there 
Figure 4 - 4d.: Hire Car by Number of nights spent in Northern Ireland 
When one thinks of recent German visitors to Ireland one is reminded of the 
tour group travelling by private coach. It is not surprising that the next most popular 
form of transportation when in Ireland was the private coach. 
4. 4. 3. Private Coach Transport 
Private coach transport was given as a choice as some German tourists, 
especially those on package tours, and older groups, will travel from Germany on 
private coach transport. It may also be the case that they may travel around Ireland 
on private hire transport, or with companies such as Slow Coach tours. This is a type 
of company that offers a package deal for tourists, where they join the coach in 
Dublin, travel with it allover Ireland and stay in guest houses, or hostels organised by 
the company. Only 17.2% (178) tourists indicated they used private coach transport 
when in Ireland. 
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Table 4 - 4g.: 
lJidyou use 
Yes 
No 
Total 
Valid cases 
Private Coach Transport 
I Frequency l Percent 
1 178 1 17.2 
857 82.8 
1035 1000 
1035 Missing cases 0 
LumPercent 
17.2 
. 100.0 
Mean 1.828 
Cross tabulations of the variable 'Private Coach' (Question Five; 3) were 
applied with all other variables, and for example, the following variables were found 
to have a relationship or influence: 
• No of nights spent in 'West' . 
Table 4 -4h. : Private Coach by Number of nights spent in West. 
Yes 
Count 64 
1-3 oil!hts Row 0/0 18.0 
Count 16 
4-6 night' Row % '12. 1 
Couot 30 
7 or more nights Row % 26.5 
Count 
one month or more Row 0/0 
Count 68 
did oot go there Row % 15.8 
Column I 178 
Total 17.2 
Chi-Square Value 
Pearson 10.71317 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
No 
292 
82.0 
116 
87. 9 
83 
73.5 
3 
100.0 
363 
84.2 
857 
82.8 
DF 
4 
Row Total 
356 
34.4 
132 
12.8 
113 
10.9 
3 
0.3 
431 
41.6 
1035 
100.0 
Significance 
0.02998 
0.516 
2 of10 (20%) 
It was found when conducting the research that more private coach tour 
groups left through Shannon airport. It is not surprising that there is a relationship, 
indicated by Pearson's value, between these two variables. See figure 4 - 4e. below. 
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400~------------------------------------------, 
300 
200 
100 
o 
Ye s 
_ 1-3 nights 
_ 4-6 nights 
_7 or more nights 
. one month ormore 
_ -'"_ .L-l O d id not go there 
Did you use a private coach when in Ireland? 
Figure 4 - 4e.: Private Coach by Number of nights spent in the West 
Other crosstabulations were applied with the variable ' Hire Car', however 
they were found not to have a significant relationship or influence on one another and 
were therefore disregarded. 
Table 4 - 4i. : Private Coach by Number of nights spent in Northern Ireland 
Yes 
Count 17 
1-3 nights Row % 23.9 
Count 8 
4~ nights Row 0/0 28.6 
Count 4 
7 or more nigh!s Row % 16.7 
Count 149 
did not go there Row % 16.3 
Column 178 
Total 17.2 
Chi-Square Value 
Pearson 5.29092 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
No 
54 
76.1 
20 
71.4 
20 
83 .3 
763 
83.7 
857 
82 .8 
OF 
3 
Row Total 
71 
6.9 
28 
2.7 
24 
2.3 
912 
88.1 
\035 
100.0 
Significance 
0.l5169 
4.128 
2 of 8 (25%) 
Cells with expected frequency above 20%, and significance value indicates 
that there is no relationship between these two variables. Decreasing the cells with 
expected frequency < 5 did not result in a favourable value. Therefore this will be 
disregarded. Figure 4 - 4f. below illustrates this result 
131 
1000~-------------------------------------, 
800 
600 
400 
200 
OL.... ____ ---
Yes 
Did you use a private coach when in Ireland? 
_ 1-3 nights 
_ 4-6 nights 
_7 or more nights 
_ did not go there 
Figure 4 - 4f.: Private coach by Number of nights spent in Northern Ireland 
4. 4. 4. Own/ Friend's Car 
Germans travelling to Ireland in the past have travelled through tbe continent 
and then across to Ireland on tbe ferries to Dublin, Rosslare and Cork. This would 
indicate use of tbeir own form of transport, oftbeir own or friends car. Tourists wbo 
indicated tbey travelled bere to visit friends and relatives could avail of their friends/ 
relatives form of transport . Barriers to enter Dublin and Cork ports were met with 
during field researcb. Numbers were expected to be down in this category. Researcb 
proceeded without limitation at Rosslare harbour. Of those tourists asked, only 
13.4% (139) indicated they travelled in their own car or with a friend's car when in 
Ireland. 
Table 4 - 4j.: Own/ Friends Car 
Did you use. ... 
.1 Frequency I Percent 
Yes I 139 13.4 
No 896 86.6 
Total 1035 1000 
Valid cases 1035 Missing cases 0 
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Mean 
(umPercent 
13.4 
1000 
1.866 
Further analysis is required to give a more distinct picture of how this variable 
effects the tourists decision making process. Cross tabulations of the variable 'Own! 
Friends Car' (Question Five; 4) were applied with all other variables, and for 
example, the following variable was found to have a relationship or influence: 
• No of nights spent in ' South West' . 
Table 4 - 4k. : Own Car by Number of nights spent in South West. 
Ves 
Count 39 
1-3 nigbts Row OA. 15.7 
Count 19 
4-6 nieht. Ro\\' 0/. 10,4 
Count 32 
7 or more niebts Row 0/0 20. I 
Count 3 
one month or more Row % 75.0 
Count 46 
did not go there Row % 10.4 
Column 139 
Total 13.4 
Chi-Square Value 
Pearson 25.J 7160 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
No 
209 
84.3 
163 
89.6 
127 
79.9 
I 
25 .0 
396 
89 .6 
896 
86. 6 
DF 
4 
Row Total 
248 
24.0 
IR2 
17.6 
159 
15,4 
4 
0,4 
442 
I 42 .7 
I \035 
I 1000 
Significance 
0.00005 
0.537 
2 of 10 (20%) 
As the South West region in Ireland is popular for touring and sightseeing, a 
relationship between these variables could be assumed. This is indicated by Pearson's 
value of significance of 0.00005, or a 99.99995% chance of this relationship 
ocourring again. These results are depicted in figure 4 - 4g. below. 
500r-------------------------------------.. 
400 
300 
200 
100 
o 
. '-3 nights 
_ 4-6 nig,hts 
_ 7 or more nights 
d id not go there 
Did you use your own car or a friends car when in Ireland ? 
Figure 4 - 4g.: Own! Friends Car by Number of nights spent in the South West 
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Other crosslabulations were applied with the variable 'Own Car', however 
they were found not to have a significant relationship or influence on one another and 
were therefore disregarded. 
Table 4 - 41. : Own! Friends Car by Number of nigbts spent in Sbannon 
\-3 nights 
4-6 nights 
7 or more ni2hts 
onc month or more 
did not go tbere 
Column 
Total 
Chi-Square 
Pearson 
Count 
Row 0/0 
Count 
Row % 
I Count 
Ko",' 0/0 
Count 
Roll' 0/0 
Count 
Row 0/0 
Yes 
41 
12.8 
10 
Il.6 
7 
10.4 
I 
20.0 
80 
14.4 
139 
13.4 
Value 
1.46007 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
No 
279 
87.2 
76 
88.4 
60 
89.6 
4 
80.0 
477 
85.6 
896 
86.6 
DF 
4 
Row Total 
320 
30.9 
86 
8.3 
67 
6.5 
5 
0.5 
557 
53.8 
1035 
100.0 
Significance 
0.83369 
0.671 
2 of 10 (20%) 
There is no relationship here as the significance value (0.83369) is too high. 
This crosstabulation will be disregarded. 
~~----------------------------~ 
500 
400 
300 
200 
100 
o 
Yes 
. 1-3 nights 
. 4-6 nights 
.7 or more nights 
• one month or more 
_ ..... -L-' D Od not go there 
Did you use your 0\Ml car or a friends car when in Ireland? 
Figure 4 - 4h.: Ownl Friends Car by No. of nights spent in Shannon Region 
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4. 4. 5. Bicycles 
The next form oftransportation was the bicycle. Usage of bicycles when in 
Ireland was low. This could be due to Europeans coming here expect the weather to 
be "soft" in the month of August. 8.6% (89) of the total sample did use a bicycle. 
Table 4 - 4m.: Bicycle 
Didyou use ..... Frequency Percent 
Yes 89 8.6 
No 946 91.4 
Total 1035 1000 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
8.6 
1000 
1.914 
Further analysis is required to give a better picture of how this variable 
influences the tourists decision making. Cross tabulations of the variable 'Bicycle' 
(Question Five; 5) were applied with all other variables, and for example, the 
following variable was found to have a relationship or influence: 
• No of nights spent in 'West '. 
Table 4 - 4n. : Bicycle by Number of nights spent in West 
1-3 nights 
4-' nil!hts 
7 or more ni2hts 
one month or more 
did not go there 
Column 
Total 
Chi-Square 
Pearson 
I 
Count 
Row 0/0 
Count 
Row % 
Count 
Row 0/0 
Count 
Row 0/0 
Count 
Row % 
Yes 
22 
6.2 
14 
10.6 
14 
12.4 
2 
66.7 
37 
8.6 
89 
8.6 
Value 
18.263 52 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
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No 
334 
93.8 
11 8 
89.4 
99 
87.6 
1 
33.3 
394 
91.4 
946 
91.4 
DF 
4 
Row Total 
356 
34.4 
132 
12.8 
113 
10.9 
3 
0.3 
431 
41.6 
1035 
100.0 
Significance 
0.00110 
0.258 
2 of 10 (20%) 
Mally tourists who travel to the west ofIreland experience the countryside by 
cycling from one small village to the next. As can be seen from the above figures a 
relationship between time spent in the West and use of a bicycle was found . This is 
shown by the Pearson' s significance value of 0.0011 or 0.11%. 
Other crosstabulations were applied with the variable' Bicycle' , however 
they were found not to have a significant relationship or influence on one another and 
were therefore disregarded. 
Table 4 - 40. : Bicycle by Number of nights spent.in Dublin 
1-3 ni~hts 
4-6 niehls 
7 or more niehl. 
oue month or more 
did not 20 there 
Column 
Total 
Chi-Square 
Pearson 
Count 
Row % 
Count 
Row % 
Count 
Row 0/0 
Count 
Row 0/0 
Count 
Row % 
I Yes 
43 
8.0 
13 
8.4 
10 
12.8 
23 
8.9 
89 
8.6 
Value 
2.54527 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
No 
496 
92.0 
142 
91.6 
68 
87. 2 
5 
100.0 
235 
91.1 
946 
91.4 
OF 
4 
Row Total 
539 
52.1 
155 
15.0 
78 
7.5 
5 
0.5 
258 
24.9 
1035 
100.0 
Significance 
0.636555 
0.430 
2 of 10 (20%) 
As can be seen from the above table of results, which are also depicted in 
figure 4 - 4i. > the use of a bicycle and the time spent in Dublin has no significant 
relationship. This would be obvious as the public transport system is adequate to get 
around Dublin. To cycle in Dublin, not being familiar with the traffic and traffic flow 
system would be taking a huge riskl 
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~Or---------------------------------. 
500 
400 
300 
200 
100 
Yes 
Oidyou use a bicycle when in Ireland? 
Figure 4 - 4i: Bicycle by Number of nights spent in Dublin 
. 1-3 nights 
. 4-6 nights 
.7 or more nights 
. one month or more 
did not go there 
The following modes of transport resulted in very few German tourists 
indicating their use. Some tourists did testifY to using a motorbike, hitchhiking or 
walking, cruising on the Shannon, and using a campervan or caravan while on holiday 
and so results will be given. 
4.4.6. Motorbike Use 
As a large number of German tourists who would use a motorbike come here 
to join in the motorbike festivals in summer, it was assumed that the majority of these 
tourists would be travelling back in August or early September. As they would be 
leaving through the ferry ports, it was presumed that numbers would be low due to 
entry barriers. A total of 1.4% (14) German tourists said they used a motorbike as 
transport when in Ireland. This is very low. 
Table 4 - 4p.: Motorbike 
Didyou use. ... Frequency I Percent Cum Percent 
Yes 14 1 4 
No 1021 98.6 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 1.986 
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Cross tabulations of the variable 'Motorbike Use' (Question Five; 6) were 
applied with all other variables, and for example, the following variable was found to 
have a relationship or influence: 
• No of nights spent in 'South East'. 
Table 4 - 4q. : Motorbike by Number of nights spent in South East 
Yes 
Spent time in the Count 9 
South East Row % 2.8 
Count 5 
did not eo there Row 0/0 0.7 
Column 14 
Total 1.4 
Chi-Square Value 
Pearson 5.27693 
Minimum Expeeted Frequency 
Cells with Expected Frequency < 5 
No 
355 
97.5 
666 
99.3 
I 1021 
, 98.6 
DF 
1 
Row Total 
364 
35.2 
671 
64.8 
1035 
1000 
Significance 
0.02161 
4.924 
1 of 4 (25%) 
The above table was recoded to combine all those who spent time in the 
South East. This was done to decrease the number of cells with expected frequency 
< 5. This was achieved yet it did not acquire a value ofless than 20%. This will be 
disregarded. The results above are depicted in figure 4 - 4k. below. 
800~---------------------------------------, 
700 
600 
500 
400 
300 
200 
100 O~ __________________ ___ 
Ves 
Did you use a motor bike when in Ireland? 
_ 1·3 nights 
_ 4·6 n ights 
_7 ormore nights 
_ Old not go there 
Figure 4 - 4k.: Motorbike by Number of nights spent in the South East. 
Other crosstabulations were applied with the variable ' Motorbike' , however 
they were found not to have a significant relationship or influence on one another and 
were therefore disregarded. 
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Table 4 - 4r. : Motorbike by Number of nights spent in Northern Ireland 
Yes No Row Total 
Spent time in the Count I 
North Row % 0.8 
Count 13 
did not go there Row % 1.4 
Column 14 
Total 1.4 
Chi-Square Value 
Pearson 0.30465 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
122 
99.2 
899 
98.6 
1021 
98.6 
DF 
1 
123 
11.9 
912 
88.1 
1035 
100.0 
Significance 
0.58098 
1.664 
1 of 4 (25%) 
There is no relationship between use of a motorbike and the number of nights 
spent in the North, even after recoding. This will be disregarded. 
,ooo~-------------------------------------, 
800 
600 
400 
200 
o~ ______________ ~ .. __ .. _ 
yes no 
Did you use a m olor bike when in Ireland? 
. '-3 nights 
. 4 -6 nights 
_7 or more nights 
_ d id not go there 
Figure 4 - 41.: Motorbike by Number of nights spent in Northern Ireland 
4.4.7. Walking! Hitchhiking 
Only 1.2% (12) respondents expressed they walked or hitchhiked around Ireland. 
Table 4 - 4s.: Walking or Hitch Hiking 
Did you .... Frequency Percent 
Yes 12 1.2 
No 1023 98.8 
Total 11035 100.0 
Valid cases 1035 Missing cases 0 
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Mean 
Cum Percent 
1.2 
1000 
1.988 
Cross tabulations of the variable 'Walk! Hitchhiking' (Question Five; 7) were 
applied with all other variables, and for example, the following variables were found 
to have a relationship or influence: 
• No of nights spent in . South East'. 
T bl 4 4t W Iki HOt hhOki b N b a e - o 0 a 1 c I n y urn 
Yes 
Count 
1-3 nights Row 0/0 
Count 2 
4-6 nights Row % 407 
Count 
7 or more nil!hts Row 0/0 
Count 10 
did Dot go there Row 0/0 1.5 
Column 12 
Total 1.2 
Chi-Square Value 
Pearson 8.98134 
Minimum Expected Frequency 
CeUs with Expected Frequency < 5 
er 0 f 0 ht mg 
No 
275 
100.0 
41 
95.3 
46 
1000 
661 
98.5 
1023 
98.8 
DF 
3 
S spen to S thEst III ou a 
Row Total 
275 
26.6 
43 
4.2 
46 
4.4 
671 
64.8 
1035 
I 100.0 
Significance 
0.02954 
0.499 
3 of8 (37.5%) 
As one can see from the above figures, there is a relationship between walk! 
hitchhiking when in Ireland with time spent in the South East. Having recoded to 
prevent cells with expected frequency obtaining a value more than 20%, the 
relationship disappeared, and the cells with expected frequency was still above 20%. 
This must be disregarded. The results are shown in figure 4 - 4mo below. 
700~-------------------------------------, 
600 
500 
400 
300 
200 
100 
O~ ______________ ~ ___ 
yes no 
Did you hitchhike when in Ireland? 
_ 1-3 nights 
_ 4 -6 nights 
_7 or more nights 
_ Oid not go there 
Figure 4 - 4mo : Walking or hitchhiking in Ireland by Noo of nights in South 
East 
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Other crosstabulations were applied with the variable 'Walk! Hike' , however 
they were found not to have a significant relationship or influence on one another and 
were therefore disregarded. 
Table 4 - 4u.: Walk! Hitchhiking by Number of nights spent in Dublin 
Yes 
Count 9 
1-3 nigbts Row % 1.7 
Count I 
4-6 nigltts Row % 0.6 
Count 
7 or more ni2hts Row % 
Count 
one month or more Row 0/. 
Count 2 
did not 20 tbere Row 0/0 0.8 
Column 12 
Total 1.2 
Chi-Square Value 
Pearson 2.88866 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
No 
530 
98.3 
154 
99.4 
78 
100.0 
5 
100.0 
256 
99.2 
1023 
98 .8 
DF 
4 
Row Total 
539 
52.1 
155 
15.0 
78 
7.5 
5 
0.5 
258 
24.9 
1035 
100.0 
Significance 
0.57663 
0.058 
5 oflO (50%) 
After recoding to reduce the value of cells with expected frequency < 5, it 
was still above 20%, and there was no change in the relationship between the two 
variables. 
600 I 
, 
500 
400 
300 
200 
100 
0 
This will be disregarded. 
yes no 
_ 1-3 nighls 
_ 4 -6 nights 
_7 or more nights 
_ one month or more 
_ ....... _ -'-...1 D did not go there 
Did you hitchhike when in Ireland? 
Figure 4 - 4n.: Walking or Hitch hiking by Number of nights spent in Dublin 
Because the proportion of respondents from the sample of tourists 
interviewed was so little for the above variable, it is presumed that it would have no 
great effect on other variables and this is why the crosstabulations will be of no great 
importance. 
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This is also the case for both of the following variables, 'Cruiser on the 
Shannon' and 'Camper/ Caravan' as neither achieves more than 1% of the total 
sample responses. It is because of this only one example of a crosstabulation will be 
given for a possible relationship case for each variable. 
4. 4. 8. Cruiser on the Shannon 
This is a popular type of tourism for most Europeans, especially the German 
tourists as they are interested in fishing and the quality of our rivers in Ireland. A low 
number of users was achieved in this category, with only ] . 0% (10) tourists travelling 
by cruiser on the Shannon. 
Table 4 - 4v.: Cruiser on the Shannon 
Did you travel... .. Frequency Percent 
Yes 10 1.0 
No 1025 99.0 
Total 1035 1000 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
1.0 
100.0 
1.990 
Further analysis is required to show how this variable influences the tourists 
decision making process. Cross tabulations of the variable 'Shannon Cruiser' 
(Question Five; 8) were applied with all other variables, and, for example, the 
following variable was found to have a relationship or influence: 
• No of nights spent in 'South West'. 
The results below show a relationship between cruising on the Shannon and 
the time spent in the South West. After recoding the value of cells with expected 
frequency was only reduced to 25%, and the result of significance value indicated no 
further relationship between the variables. This will now be ignored as there is no 
influence here. See figure 4 - 40. Below. 
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Table 4 - 4w.: Shannon Cruiser by Nnmber of nights spent in So nth West 
1-3 nil1.hts 
4-6 oights 
7 or more nights 
one month or more 
did not go there 
Column 
Total 
Chi-Sqnare 
Pearson 
Count 
Row 0/0 
Count 
Row % 
Count 
Row % 
Count 
Row % 
Count 
Row % 
Ves 
1 
0.4 
I 
7 
4.4 
2 
0.5 
10 
1.0 
Valne 
23.47705 
Minimnm Expected Freqnency 
Cells with Expected Freq nency < 5 
I No 
247 
99.6 
182 
100.0 
152 
95.6 
4 
100.0 
440 
99.5 
1025 
99.0 
DF 
4 
Row Total 
248 
24.0 
182 
17.6 
159 
15.4 
4 
0.4 
442 
42.7 
1035 
100.0 
Significance 
0.00010 
0.039 
6 of 10 (60%) 
500~-------------------------------------, 
400 
300 
200 
100 
O~ ______ ~~ ______ ___ 
yes no 
_ 1-3 nights 
_ 4-6 nights 
_7 or more nights 
. o ne month or more 
_ ....... -Jc......J D did not go there 
Did you travel by cruiser when in Ireland? 
Fignre 4 - 40.: Shannon Cruiser by Nnmber of nights spent in the Sonth West 
As the other crosstabulations were similar to the one above examples will not 
be given here, although a full list of crosstabulations can be found in appendix 4a. 
The final mode of transport to be chosen was 'Campervan', and the following are the 
results from its analysis. 
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4. 4. 9. Campervan/ Caravan 
It was assumed that German tourists who travel here through the continent 
and by ferries across to Ireland, use their own form of transport. In the past this 
consisted of campervans or a car and caravan. To include a choice of campervans 
was seen as important. The result was a little surprising. This could be because of 
the barriers to access at the other ports again resulting in few tourists using their own 
transportation. Of the total sample only 0.3% (3) tourists used a campervan or car 
and caravan as transport when in Ireland. 
Table 4 - 4x.: Campervan or Caravan Transport 
Did you travel .... . Frequency Percent 
Yes 3 0.3 
No 1032 99.7 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
0.3 
1000 
1.997 
Cross tabulations of the variable 'Campervan' (Question Five; 9) were applied 
with all other variables, and, for example, the following variables were found to have 
a relationship or influence: 
• Importance of 'Value for Money'. 
T bl 4 4 a e - y. : C ampervan b I y m ortance 0 
Yes 
Count I 
Extremely Important Row 0/0 3.7 
Count 
Very Important Row % 
Count 1 
Somewhat Important Row 0/0 0.3 
Count 
Not very important Row 0/0 
I Count 1 
Not at all impJlrtant Row % 0.4 
Column 3 
Total 0.3 
Chi-Square Value 
Pearson 12.23343 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
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fV I ~ M a ue or 
No 
26 
96.3 
147 
100.0 
359 
99.7 
265 
100.0 
235 
99.6 
1032 
99.7 
DF 
4 
oney T Row Total 
I 27 
I 
2.6 
147 
14.2 
360 
34.8 
265 
25. 6 
236 
22.8 
1035 
1000 
Significance 
0.01570 
0.078 
5 of 10 (50%) 
After recoding to reduce the cells with expected frequency < 5, it was 
discovered that the relationship was terminated and the value for cells with expected 
frequency < 5 did not obtain a value less than 20%. Tests were done for the other 
crosstabulations but they too resulted in an unfavourable relationship situation. This 
is because of the low response rate. This will be rejected. The results are depicted in 
figure 4 - 4p. below. 
400~---------------------------------------, 
300 
200 
100 
o~' ______________________ ... 
yes no 
_ E xtreme ly Important 
_ V ery Important 
. S omew hat Important 
_ Not Very Important 
_ -'-.J .. ClNot at all Important 
Did you use a cam pervan or caravan when in Ireland? 
Figure 4 - 4p.: Campervan by the Importance of value for money. 
4.4.10. Summary of Modes of Transport 
Table 4 - 4z.: Summary of Modes of Transport 
Mode of Transport Percentage of Tourists 
Public Transport 
Hire Car 
Private Coach 
Own or a Friends Car 
Bicycles or Tandems 
Motorbikes 
Walking or Hitch hiking 
Cruiser on the Shannon 
Campervan or Caravan 
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43.8 
39.1 
17.2 
13.4 
8.6 
1.4 
1.2 
1.0 
0.3 
As can be seen ii-om the previous results and tables only the first five modes 
of transport are important to the tourist when in Ireland, and it is these types of 
transport that the tourism industry must consider when formulating marketing 
strategies and promotions to potential tourists . 
Types of transport such as motorbikes, campervans etc, presumed to be a 
common form of transport for German tourists when travelling across the continent, 
received very few tourists travelling by these modes and hence are not important to 
the present research. 
The following question addresses the issue of what regions were visited in 
Ireland. Question seven, ' number of nights spent in Ireland on this visit', and 
question eight will have a direct bearing on each other and also on the remaining 
material to be examined. The results for question eight will be displayed in order of 
popularity. 
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Section I "Section 2 "Section 3 "Section 4 Geographical Dispersion 
Section 6" Section 7" Section 8" Section 9 Section 10" Section 11 
4. 5. Geographical Dispersion of 'tourists 
This was to determine what regions were popular with German tourists and 
then to ascertain what type of break was favoured This would be either a long or 
short break. This question was broken up into the seven different regions oflreland 
and also includes Northern Ireland. The following tables, will give a breakdown of 
the number of nights spent in each of the regions. There are also presented in order 
of popularity, i.e. the more tourists staying in a region the more popular it is. Due to 
the large amount of data, variables influencing the selection of the regions will be 
analysed with questions II & 12 in later sections. 
4. 5. 1. Dublin Region 
Dublin as can be seen from the table below is favoured for short breaks or 
weekends, with 52.1% (539) tourists staying for 1- 3 nights. One can conclude that 
the majority are transit visitors coming through Dublin Airport and travelling to some 
other part of the country. Out of the total sample Dublin was popular with German 
tourists as 75.1% (777) stayed here. Only 23.9% (258) did not. This also reflects 
the proportion of respondents interviewed at Dublin Airport in 1997 in relation to the 
rest of the country. 
Table 4 - 5a.: Dublin 
No of Nights Frequency ! Percent Cum Percent 
1- 3 nights 539 52.1 52.1 
4- 6 nights 155 15.0 67 .1 
7 nights or more 78 7.5 74.6 
1 month or more 5 0.5 75 .1 
Did not go there 258 24.9 1000 
Total 1035 1000 
Valid cases 1035 Missing cases 0 Mean 2.3 12 
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Cross tabulations of the variable 'Dublin' (Question Eight, (I» were applied 
with all other variables, and, for example, the following variable was found to have a 
relationship or influence: 
• Travelling alone or in a group of two or more. 
Table 4 - 5b. : Dublin by Way of Travel 
1- 3 4- 6 7 or 
nights nights more 
Count 
I 
47 17 17 
Alone Row 0/0 39.5 14.3 14.3 
Group of2 Count 492 138 611 
or more Row % 53.7 15.1 6.7 
Column 539 155 78 
Total 52.1 15.0 7.5 
Chi-Square Value 
Pearson 17.77878 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
one month 
or more 
2 
1.7 
3 
0.3 
5 
0.5 
DF 
4 
did not go Row Total 
there 
36 119 
30.3 11 .5 
222 916 
24.2 88.5 
258 1035 
24 .9 100.0 
Significance 
0.00136 
0.575 
2 oflO (20%) 
There is a relationship between these two variables as denoted by Pearson's 
significance value of 0.00136 or 0.136% chance that the relationship will not occur 
again. The majority of tourists travelled in a group oftwo or more, and spent 1- 3 
nights in Dublin. This is shown by 492 (47%) tourists in the table above. While 
there was a total of 75% oftourists who did travel to Dublin, this 47% represents 
two thirds of the visiting tourists. See figure 4 - Sa. below 
600r-------------------------------------, 
500 
400 
300 
200 
100 
a _ Group of 2 or more 
1-3 nights 7 or more nights did not go there 
4-6 nights one month or more 
How many nights did you spend in Dublin? 
Figure 4 - Sa.: Dublin by Way of Travel 
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Other crosstabulations were applied with the variable 'Dublin' , however they 
were found not to have a significant relationship or influence on one another and 
were therefore disregarded. An example can be seen below: 
Table 4 - 5c. : Dublin by Satisfaction with Sports Activities 
1- 3 4- 6 7 or one did not Row 
nights nights more month or go there Total 
Count 119 41 20 
Satisfied Row 0/0 46.9 16.1 7.9 
Count 369 98 47 
Neutral Row 0/0 55 .2 14.7 7.0 
Count 51 16 1J 
Not sati;fied Row 0/0 45.1 14.2 9.7 
C(!]uQln Total 539 155 78 
52.1 15.0 7.5 
Chi-Square Value 
Pearson i 1.40730 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
more 
4 
0.6 
1 
0.9 
5 
0.5 
DF 
8 
74 254 
29.1 24.5 
150 668 
22.5 64.5 
34 113 
30.1 10.9 
258 1035 
24.9 100.0 
Significance 
0.17967 
0.546 
3 of 15 (20%) 
One would expect that there would be little relationship between these two 
variables. Dublin is not known for its sporting activities, although it possesses many 
tennis clubs, athletic grounds and some good golf1inks. These are not made widely 
known to the tourist through brochures as Dublin's focus is on the nightlife, 
entertainment, and shopping. This could be why the majority of responses are in the 
'Neither Satisfied or Dissatisfied ' categories. 
400 ~-----------------------------------. 
300 
200 
100 
_ Completely satisfied 
_ Very satisfied 
_ Neither satisfied or 
dissatisfied 
_ Not very satisfied 
o D Not at all satisfied 
1-3 nights 7 or more nights did not go there 
4-6 nights one month or more 
How many nights did you spend in Dublin? 
Figure 4 - 5b.: Nights spent in Dublin BY Satisfaction with Sports Activities 
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The following region was found to be the second most popular region with a total of 
58.4% of tourists travelling to the West. 
4. S. 2. The West 
This region was favoured for its short breaks or weekend trips with 34.4% 
(356) tourists staying there for three nights or less . 47 .1% (488) of tourists stayed 
for less than a week, with only 11.2% (116) of tourists staying between 7 nights and 
one month or more. 
Table 4 - Sd.: The West 
No of Nights Frequency Percent 
1- 3 nights 356 34.4 
4- 6 nights 132 12.8 
7 or nwre nights 113 10.9 
1 nwnth or more 3 0.3 
Did not go there 431 41.6 
Total 1035 i 100.0 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
34.4 
47.1 
58 .1 
58.4 
100.0 
3.020 
Cross tabulations of the variable 'West' (Question Eight, (2» were applied 
with all other variables, and, for example, the following variable was found to have a 
relationship or influence: 
• Travelling alone or in a group of two or more. 
Table 4 - Se. : West by Way of Travel 
1· J 4- 6 7 or 
nights nights more 
Couot 17 3 12 
Alone Row % 14.3 2.5 10.1 
Group of2 Count 339 129 101 
or morc Row % 37.0 14.1 Il.O 
Column 356 132 113 
Total 34.4 12.8 10.9 
Chi-Square Value 
Pearson 58.62645 
Minimum Expected Frequency 
CeUs with Expected Frequency < S 
150 
one 
month or 
morc 
I 
0.8 
2 
0.2 
3 
0.3 
DF 
4 
did not go Row Total 
there 
86 119 
72.3 1l.5 
345 916 
37.7 88.5 
431 1035 
41.6 100.0 
Significance 
0.00000 
0.345 
2 of 10 (20%) 
The Pearson's value of 0 or 100% suggests that there is a definite 
relationship between these two variables. Like the Dublin region, most of the tourists 
were travelling in groups of two or more. It can be deduced that more than one 
person has had an influence of the choice of this region. The majority of tourists who 
travelled in groups of two or more spent between 1- 3 nights in the West, 33%. Of 
the 58% who did go to the West this represents 56% of visiting Gennans. 
,oo ~-------------------------------------, 
30 0 
200 
100 
_ a lo n e 
_ Gro u p o f 2 ormore 
nig h ts did no t g o I h ere 
o n e m 0 n t h 0 r mo re 
No of nights spent in the we st 
Figure 4 - 5c.: West by Way of Travel 
Other crosstabulations were applied with the variable ' West' , however they 
were found not to have a significant relationship or influence on one another and 
were therefore disregarded. An example can be seen below: 
Table 4 - Sf. : West by Travelled by Shannon Cruiser 
Yes 
Count 5 
1- 3 ni~b" Row 0/0 1.4 
Count 
4- 6 ni~bts Row 0/0 
Count 
7 or more Row 0/0 
one month or Count 
more Row % 
Count 5 
did not 20 there Row 0/0 1.2 
Column Total 10 
1.0 
Chi-Square Value 
Pearson 3.30366 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
No 
351 
98.6 
132 
100.0 
113 
1000 
3 
100.0 
426 
98.8 
1025 
99.0 
151 
Row Total 
356 
34.4 
132 
12.8 
113 
10.9 
3 
0.3 
431 
41.6 
1035 
1000 
DF 
4 
Significance 
0.50835 
0.029 
6 of 10 (60%) 
Recoding this table did not achieve a reduction in the cells with expected 
frequency < 5 below 20%, as any further recoding would have resulted in loss of 
purpose and meaning of the variables. This must be ignored as neither the original 
nor the recoded tables produced a significance value near 0.05 or 95%. 
500~-------------------------------------------------. 
400 
300 
200 
100 
O.l-~-:-
1 -3 7 or more nights did not go there 
4-6 nights one month or more 
No of nights spent in the west 
Figure 4 - Sd.: West by Travelled by Shannon Cruiser in Ireland 
The third region which was popular with German tourists was the South 
West. As this region includes beautiful counties of Kerry and Cork, it is not 
surprising that tourists would want to visit this area. 
4. S. 3. The South West 
no 
This region was seen as the most popular region in Ireland for German 
tourists in 1996, (Bord F ailte, 1997). It came in third during research in 1997, with a 
total of57.3% (593) of tourists spending one night or more in this area. It was again 
favoured for short breaks with 24% (248) staying for three nights or less and a 
further 17.6% staying for less than one week but more than three nights. Only 15.8% 
(163) of tourists spent more than seven nights in the region. 
152 
Table 4 - 5g.: The South West 
No of Nights Frequency Percent 
1- 3 nights 248 24.0 
4- 6 nights 182 17.6 
7 or more nights 159 1 SA 
1 month or more 4 OA 
Dill not go there 442 42.7 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
24.0 
41.5 
56.9 
57.3 
1000 
3.203 
Cross tabulations of the variable ' South West' (Question Eight, (3)) were 
applied with all other variables, and, for example, the following variable was found to 
have a relationship or influence: 
• 'Travelling alone or in a group of two or more. 
Table 4 - Sh. : South West by Way of Travel 
, 1- 3 4- 6 7 or 
nights nights more 
Count 14 7 15 
Alone Row 0/0 11.8 5.9 12.6 
Group of 2 Count 234 175 144 
or more Row 0/0 25.5 19.1 15.7 
Column 248 182 159 
Total 24.0 17.6 15.4 
Chi-Square Value 
Pearson 54.26843 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
one 
montb or 
more 
13 
2.5 
I 
OJ 
4 
0.4 
DF 
4 
did not go Row Total 
there 
80 119 
67.2 11.5 
362 916 
39.5 88.5 
442 1035 
42.7 100.0 
Significance 
0.00000 
OA60 
2 of 10 (20%) 
There is a relationship between these variables as the Pearson's significance 
value is O. Again the majority of people travelled with company and also stayed 
between 1- 3 nights, with 49% in this category. So far this has been the most popular 
form of holiday taken within the regions. 
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400~-----------------------------------------, 
300 
20 0 
100 
_ a lo n e 
o I _ G ro up of 2 or mo re 
1-3 n ights 7 or mo re n ig hts d id n o t g o th ere 
4 -6 nights on e m o nth o r more 
N o of n ights spent in th e s outh west. 
Figure 4 - Se.: South West by Way of Travel 
Other crosstabulations were applied with the variable 'South West ' , however 
they were found not to have a significant relationship or in~fluence on one another and 
were therefore disregarded. 
Table 4 - Si. : South West by Travelled by Motorhike 
Went to tbe 
Soutb West 
did not l!O tbere 
Column Total 
Chi-Square 
Pearson 
Count 
Row 0/0 
Count 
Row % 
Yes 
10 
1.7 
4 
0~9 
14 
1.4 
Value 
1.15870 
Minimum Expected Frequency 
Cells with Expected Frequency < S 
No 
583 
98.3 
438 
99.1 
1021 
98.6 
DF 
I 
Row Total 
593 
57.3 
1442 
42.7 
1035 
100.0 
Significance 
0.28174 
5.979 
o 
After recoding this table into those who stayed in the South West and those 
who did not, the cells with expected frequency was reduced from 50% to 0%. 
Having done this there is still no relationship between the variables. This will have to 
be rejected. This is due to the fact that so few people travelling by motorbike also 
went to the South West . 
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0 .......... _ 
1-3 niqhts 7 or more niQhts did not lIO there 
4-B niQhts one month or more 
No of niahts soent in the &luth vest. 
Figure 4 - 5f.: South West by Travelled by Motorbike 
This next region's lack of popularity is due to the fact that it was not having a 
good season with all tourists from the continent, especially Gennan tourists. It is 
because of this that Shannon only ranked fourth of all the regions visited. 
4. 5. 4. Shannon Region 
"In 1997 for the first time since 1989, European traffic through Shannon 
declined. While Shannon' s European traffic is down by over 13%, Dublin's is up by 
over 10%, " (Shannon Tourism Report, 8/97; 4). The present research reflects this 
decline as the Shannon region only ranked fourth most popular region among those 
tourists interviewed, with only 46.2% (478) of the total sample staying one night or 
more in this region. The figures represent a preference for short breaks with 30.9% 
(320) tourists staying for three nights or less. Only 7% (72) tourists stayed for seven 
nights or more. 
From the 1997 Bord Failte research figure for this region, (Bord Failte 1997), 
it was equal in popularity with Dublin. In a tourism research report published by 
Shannon Region Tourism it stated that this region was suffering due to the east 
coasts rise in popularity. This was Dublin's popularity for accessibility with both air 
and ferry transport and for short breaks and city breaks from mainland Europe, 
(Shannon Tourism Report, 8/97). 
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Table 4 - Sj.: Shannon Region 
No o/Nights Frequency Percent 
1- 3 nights 320 30.9 
4- 6 nights 86 8.3 
7 nights or more 67 6.5 
1 month or more 5 0.5 
Did not go there 557 53 .8 
Total 1035 1000 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
30.9 
39.2 
45.7 
46.2 
100.0 
3.380 
Cross tabulations of the variable ' Shannon' (Question Eight, (4» were 
applied with all other variables, and, for example, the following variable was found to 
have a relationship or influence: 
• 'Travelling alone or in a group of two or more. 
Table 4 - Sk. : Shannon region by Way of Travel 
1- 3 4- 6 7 or 
night. nights more 
Count 12 4 7 
Alone Ro"" 0/0 10.1 3.4 5.9 
Group of2 Coont 308 82 60 
or more Row 0/0 33.6 9.0 6.6 
Column 320 86 67 
Total 30.9 8.3 6.5 
Chi-Square Value 
Pearson 42.73755 
Minimum Expected Frequency 
Cells with Expected Frequency < S 
I 
One 
month or 
marc 
2 
1.7 
3 
0.3 
5 
0.5 
DF 
4 
did not Row 
go tbere Total 
94 119 
79.0 11 .5 
463 916 
50.5 88.5 
557 1035 
53.8 100.0 
Significance 
0.00000 
0.575 
2 of 10 (20%) 
Like the previous regions, these two variables have a significant relationship. 
The Pearson's significance value of 0 implies that there is 100% this will occur again. 
Shannon's most popular type of holiday was a short break, travelling in a group of 
two or more. 
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500r-------------------------------, 
200 
100 
. alone 
O~_ _ Group of 2 or more 
1-3 7 or more nights Od not go there 
4-15 nights one month or more 
No of nights spent in the Shannon region. 
Figure 4 - 5g.: Shannon Region by Way of Travel 
Other crosstabulations were applied with the variable ' Shannon' region, 
however they were found not to have a significant relationship or influence on one 
another and were therefore disregarded. 
Table 4 - 51.: Shannon region by Age group 
15- 24 
25- 34 
35- 44 
45- 54 
55- 64 
65 or over 
Columo 
Total 
Chi-Square 
Pearson 
Count 
Row % 
Count 
Row % 
Count 
Row % 
Count 
Row % 
Count 
Row % 
Count 
Row % 
1- 6 nights 
167 
37.1 
115 
40.9 
38 
32.8 
45 
47.4 
27 
46.6 
14 
40.0 
320 
30.9 
Value 
9.85929 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
7 nights- one 
, 
did oot go 
month or more there 
33 250 
7.3 55.6 
18 148 
6.4 52.7 
11 67 
9.5 ' 57.8 
4 
4.2 
5 
8.6 
1 
2.9 
67 
6.5 
DF 
10 
46 
48.4 
26 
44.8 
20 
57.1 
557 
53.8 
Row Total 
450 
43.5 
281 
27.1 
116 
11.2 
95 
9.2 
58 
5.6 
35 
3.4 
1035 
100.0 
Significance 
0.45292 
2.435 
20fI8(111%) 
After recoding the cells with expected frequency was reduced to a valid level 
of 11 .1 %. Having done this the significance level was increased to 0.45292 from 
0.06011 indicating that there is still no relationship between these variables. 
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4. 5. 5. The South East 
Before research began this was expected to be a popular region with most 
tourists from the continent, especially with those travelling through the ferry port at 
Rosslare harbour. Numbers were down due to the fact that only about 10% ofthe 
total sample was interviewed at Rosslare harbour. A proportion of those interviewed 
stated they were travelling from other parts of the country just to catch the ferry and 
were transient tourists in this region. Of the total sample interviewed only 35.2% 
(364) of tourists stayed one night or more in the South East. 
Table 4 - Sm.: The South .East 
No of Nights Frequency Percent 
1- 3 nights 275 26.6 
4- 6 nights 43 4.2 
7 nights or more 46 4.4 
1 month or more 0 0 
Did not go there 671 64.8 
Total 1035 1000 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
26.6 
30.7 
35 .2 
35 .2 
1000 
3.724 
Cross tabulations of the variable 'South East' (Question Eight, (5» were 
applied with all other variables, and, for example, the following variable was found to 
have a relationship or influence: 
• Travelling alone or in a group of two or more. 
Table 4 - 5n. : South East by Way of Travel 
\- 3 4- 6 7 or 
oi1!bls nighls more 
Counl 5 4 4 
Alooe Row 0/ 0 4.2 3.4 3.4 
Group of2 Count 270 39 42 
or more Row % 29.5 4.3 4.6 
Column 275 43 46 
Total 26.6 4.2 4.4 
Chi-Square Value 
Pearson 38.06993 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
158 
! did nol go 
there 
106 
89.1 
565 
61.7 
671 
64.8 
DF 
3 
Row TOlal 
119 
Il .S 
916 
88.5 
1035 
100.0 
Siguificance 
0.00000 
4.944 
1 of8 (12.5%) 
The Pearson' s significance value of zero, 0, indicates a perfect relationship 
between the two variables, with a 100% chance it will reoccur. The cells with 
expected frequency < 5 being below 20% at 12.5% ensures this is valid. 
600~----------------------------------------. 
500 
400 
300 
200 
100 
_ a lone 
OJ-_~ _ Group of 2 or more 
1-;3 nights 7 or more nights 
4-6 nights Did not go there 
No of nights spent in the South East 
Figure 4 - 5i.: South East by Way of travel 
Other crosstabulations were applied with the variable ' South East' region, but 
were found not to have a significant relationship or influence on one another and 
were therefore disregarded. 
Table 4 - 50. : South East by Importance of Weather and Climate 
1- 3 4- 6 
nij:bts nij:bts 
Extremely Count 9 1 
Important Row % 24.3 2.7 
Count 20 3 
Very v Important Row 0/0 18.0 2.7 
Somewhat Count 129 19 
Important Row % 30.0 4.4 
Count 75 14 
Not very important Row 'Yo 23.1 4.3 
Count 42 6 
Not at all important Row % 31.6 4.5 
Column Total 275 43 
26.6 4.2 
Chi-Sqnare Value 
Pearson 20.69677 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
159 
7 or more 
1 
2.7 
11 
9.9 
13 
3.0 
14 
4.3 
7 
5.3 
46 
4.4 
DF 
12 
did not go Row Total 
there 
26 37 
70.3 3.6 
77 111 
69.4 10.7 
269 430 
62.6 41.5 
221 324 
68.2 31.3 
78 133 
58.6 12.9 
671 1035 
64.8 100.0 
Significance 
0.05500 
1.537 
4 of20 (20%) 
This example of was chosen because in Ireland we refer to the South East as 
being the ' Sunny South East' . It is obvious from the above table that there is no 
relationship between these variables and when selecting the South East the German 
tourist feels it is either somewhat important, (12.5% of total) or not very important, 
(7.2% of total) . Those who did rate its importance were only 2% of the total sample. 
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200 
100 
. Extremely Important 
. Very Important 
_ S omew hat Important 
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1 ·3 nights 7 or more nights 
4 ~6 nights Did not go there 
No of nights spent in the South East 
Figure 4 - 5j.: South East by Importance ofWeatber and Climate 
4. 5. 6. Tbe Nortb West 
This region was not popular witb only 28 .8% (298) of tourists staying for one 
night or more. This reflects previous surveys by Bord F ailte, placing the region just 
above the Midlands! East and Northern Ireland on popularity. Of the 28.8% of 
tourists, 18% (186) tourists stayed three nights or less. This could imply these 
tourists were of a transient nature. Only 5.4% (56) stayed seven nights or more. 
Table 4 - 5p.: The North West 
Noo/Nights Frequency Percent 
1- 3 nights 186 18.0 
4- 6 nights 56 5.4 
7 nights or nwre 48 4.6 
1 month or more 8 0.8 
Did not go there 737 71.2 
Total 1035 1000 
Valid cases 1035 Missing cases 0 
160 
Mean 
CUIII Percent 
18.0 
23.4 
28.0 
28.8 
1000 
4.018 
Cross tabulations of the variable 'North West' (Question Eight, (6») were applied 
with all other variables, and, for example, the following variable was found to have a 
relationship or influence: 
• Travelling alone or in a group of two or more. 
Table 4 - Sq. : North West by Way of Travel 
1· 3 4- 6 7 or one month did not go Row Total 
niehts niehts 
Count 9 4 
Alone Row % 7.6 3.4 
Group of 2 Count 177 52 
or more Row % 19.3 5.7 
Column 186 56 
Total 18.0 5.4 
Chi-Square Value 
Pearson 17. 12911 
Minimum Expected Frequency 
Cells with Expected Frequency < S 
more 
8 
6.7 
40 
4.4 
48 
4.6 
or more 
3 
2.5 
5 
0.5 
8 
0.8 
DF 
4 
tbere 
95 119 
79.8 11.5 
642 916 
70.1 88.5 
737 1035 
71.2 100.0 
Significance 
0.00182 
0 .920 
I of 10 (10.0%) 
The Pearson's significance value proposes that there is only 0.182% chance 
of this relationship not happening again. There is a greater chance of it happening 
again. The majority of tourists travelled with company and stayed 1- 3 nights. This 
would imply that Ireland is favoured for its touring potential. 
700 
600 
500 
400 
300 
200 
100 
a 
1-3 nights 7 or more nights did not go there 
4-6 nights one month or more 
No of nights spent in the North West 
Figure 4 - Sk.: North West by Way of Travel 
_ alone 
_ Group of 2 or more 
Other crosstabulations were applied with the variable 'North West' region, 
however they were found not to have a significant relationship or influence on one 
another. 
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Table 4 - Sr. : North West by Importance orthe Weather and Climate 
Extremely 
important 
Went to tbe Count IJ 
North We.t. Row 0/0 3.7 
Did not go Count 26 
there Row % 3.5 
Column 37 
Total 3.6 
Chi-Square Value 
Pearson 0.97321 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
Very 
important 
28 
9.4 
83 
11.3 
111 
' 10.7 
Somewhat 
imllortant 
128 
43.0 
302 
41.0 
430 
41.5 
DF 
4 
Not very Not at all 
important important 
94 
31.5 
230 
31.2 
324 
31.3 
37 
12.4 
96 
13 .0 
133 
12.9 
Significance 
0.91383 
10.653 
o 
Recoding was carried out here to reduce the cells with expected frequency < 
5 below 20%. ModifYing the table did not alter the relationship between the variables 
and there is still no causal relationship here. This is rejected. 
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Figure 4 - 51.: North West by Importance of Weather and Climate 
4. 5. 7. Midlands/ East 
This region was not popular with German tourists with only 16.7% (173) of 
the total sample having stayed here for one night or more. This reflects previous 
Bord Failte surveys placing this region ahead of North em Ireland only. It may be 
assumed that people having spent some time in this region were touring and 
continuing on to some other part of the country. 
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Row 
Total 
298 
28.8 
737 
71.2 
1035 
i 100.0 
Table 4 - 5s.: Midlands! East 
Noo/Nights Frequency Percent 
1- 3 nights 127 12.3 
4- 6 nights 23 2.2 
7 nights or nwre 17 1.6 
1 nwnth or nwre 6 0.6 
Did not go there 862 83.3 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
12.3 
14.5 
16.7 
16.7 
100.0 
4.404 
Cross tabulations of the variable 'Midlands! East' (Question Eight, (7)) were 
applied with all other variables, and, for example, the following variable was found to 
have a relationship or influence: 
• Visited Ireland Before. 
T bl 4 5 M·dla d ! E b V·· d Ir I d B ~ a e - t. : I n s ast v ISlte ean e ore 
1- 3 4- 6 
nilrhts ni2bts 
Count 29 10 
Yes I Row % 8.8 3.0 
Count 98 13 
No Row 0/0 13.9 1.8 
Column 127 23 
Total 12.3 2.2 
Cbi-Square Value 
Pearson 9.66321 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
7 or more 
6 
1.8 
II 
1.6 
17 
1.6 
DF 
4 
one month 
or more 
6 
0.9 
6 
0.6 
did not go 
there 
285 
86.4 
577 
81.8 
862 
83.3 
Significance 
0.04650 
1.913 
Row Total 
330 
31.9 
705 
68.1 
1035 
100.0 
2 of 10 (200%) 
The relationship between these two variables is close to but below the 0.05 
level. This will be accepted. This relationship suggests that there is a connection 
between those who travelled to Ireland before and the tourists who went to the 
.Midiands East . This could imply that German tourists were visiting friends or 
relatives in the area. It could also suggest those who have knowledge of the area 
perceive its beauty more than those here for the first time. 
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Figure 4 - Sm.: Midlands/ East by Visited Ireland Before 
Other crosstabulations were applied with the variable 'North West' region, 
however they were found not to have a significant relationship or influence on one 
another and were therefore disregarded. 
Table 4 - Su. : Midlands/ East by Importance of Landscape and Countryside 
Went to the 
Midlands. 
Did not go 
there 
Column 
Total 
Chi-Square 
Pearson 
Count 
Row % 
Count 
Row 0/0 
Extremely 
important 
118 
68.2 
540 
62.6 
658 
63.6 
Value 
3.41947 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
Very 
important 
44 
25.4 
247 
28 .7 
291 
28.1 
Somewhat 
important 
7 
4.0 
54 
6.3 
61 
5.9 
DF 
4 
Not very Not at an 
important important 
3 
1.7 
10 
1.2 
13 
1.3 
1 
0.6 
11 
1.3 
12 
112 
Significance 
0.49023 
2006 
2 of 10 (20.0%) 
This table had to be recoded to ensure its validity of cells with expected 
frequency < 5 at 20% or less. This was achieved but no relationship was obtained 
and hence it will be rejected. 
The landscape and countryside is beautiful in the midlands, although it may 
seem very ' flat' to German tourists who come from a mountainous region. Transient 
tourists could be comparing the ' flat' midlands with some other greatly scenic part of 
the country depicted in brochures or advertisements, and would therefore be ofless 
significance to them. 
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Row 
Total 
173 
16.7 
862 
83.3 
1035 
100.0 
4. 5. 8. Northern Ireland 
The final region in this question was Northern Ireland. It was least popular of 
all the regions, and this again reflects previous Bord Failte surveys. The most 
obvious reason for this would be the troubles. It must also be taken into 
consideration that research only took place in the Republic ofIreland and not in the 
North, hence bringing the numbers fOf those visiting the north down even further. It 
was still important to be included as a region in the question. Of the total sample 
interviewed only 11.9% (123) of tourists spent one or more nights in the region. 
Table 4 - 5v.: Northern Ireland 
No of Night Frequency Percent 
1- 3 nights 71 6.9 
4- 6 nights 28 2.7 
7 nights or more 24 23 
I month or more 0 0 
Did not go there 912 88.1 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
6.9 
9.6 
11.9 
11.9 
1000 
4.598 
Cross tabulations of the variable 'Northern Ireland' (Question Eight, (8») 
were applied with all other variables, and, for example, the following variable was 
found to have a relationship or influence: 
• Public Transport. 
Table 4 - 5w. : Northern Ireland by Public Transport 
1- 3 
I 
4- 6 
nights nights 
Count 13 
I 
18 
Yes Row 0/0 2.9 I 4.0 
Count 58 10 
No Row 0/0 10.0 1.7 
Column 71 28 
Total 6.9 2.7 
Chi-Square Value 
Pearson 26.68256 
Minimum Expected Frequency 
CeUs with Expected Frequency < 5 
7 or 
more 
7 
1.5 
17 
2.9 
24 
2.3 
165 
did not go 
there 
415 
91.6 
497 
85.4 
912 
88.1 
DF 
3 
I 
Row Total 
453 
43.8 
582 
56.2 
1
1035 
100.0 
Significance 
0.00001 
10.504 
o 
Travel to the north on public transport is regular and inexpensive. Since the 
new Inter City Express train was introduced, access to the north has been increased. 
It is not surprising that there is a relationship between those who travelled to the 
north and public transport. This is represented by Pearson's significance value of 
0.00001 or 99.99998% chance of the relationship occurring again. In fact of all 
those tourists who travelled to the north, 31 % (38/ 123) availed of travelling by 
public transport. 
600~--------------------------------------------~ 
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No of nights spent in the North of Ireland 
Figure 4 - 50.: Northern Ireland by Public Transport 
Other crosstabulations were applied with the variable 'North West' region, 
however they were found not to have a significant relationship or influence on one 
another and were therefore disregarded. 
Table 4 - 5x. : Northern Ireland by Walk! Hitchhiking 
Yes 
Count I 
Went to the North Row 0/0 0.8 
Count 11 
did not eo there Row 0/0 l.2 
Column 12 
Total 1.2 
Chi-Square Value 
Pearson 0.14617 
Minimum Expected Frequency 
CeUs with Expected Frequency < 5 
No 
122 
99 .2 
901 
98.8 
1023 
9&.8 
DF 
1 
Row Total 
123 
11.9 
912 
88.1 
1035 
100.0 
Significance 
0.70222 
1.426 
1 of 4 (25%) 
Having recoded to ensure validity, the cells with expected frequency < 5 was 
still above 20% at 25%. There is no relationship between these variables. To recode 
it further would entail loosing its meaning, and therefore this will have to be rejected. 
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Figure 4 - Sp.: Northern Ireland by Walk! Hitchhiking 
4. 5. 9. Geographical Dispersion of Tourists - Summary 
The following table is a summary outlining the percentages of tourists 
travelling to the regions around Ireland in the summer of 1997. 
Table 4 - Sy.: Regional Dispersion of German Tourists to Ireland 
1- 3 4- 6 7 one month Total Rank 
nights nights or more or more visitors 
Dublin 539 155 78 5 777 1st - 75% of sample 
West 356 132 113 3 604 2nd - 58% of sample 
South West 248 182 159 4 593 3rd - 57% of sample 
Shannon 320 86 67 5 478 4th - 46% of sample 
South East 275 43 46 0 364 5th - 35% of sample 
North West 186 56 48 8 298 6th - 29% of sample 
Midlands 127 23 17 6 173 7th - 17% of sample 
N. Ireland 
I 
71 28 24 0 123 8th - 12% of sample 
The following map illustrates the above table for a visible picture of where the 
German tourist went when in Ireland. 
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4. 6. Geographical Origin of Tourists 
Despite huge efforts by the DER, Deutsches Reiseburo, one of the worlds 
leading travel companies, which is the market leader among tour operators offering 
holidays from Germany to Ireland, by holding a major tourism conference in Dublin 
on the 13th to the 15th of April 1997, the Bord Failte market overview for 1997 for 
the German market saw German numbers down 6% overall, with holidaymakers 
down a further 12%. This was due to a weak German economy and a poor exchange 
rate. (Bord Failte, 1997). 
Of the 16 different regions in Germany, research resulted in the majority of 
tourists originating from the Baden Wurttemberg region, (population of 10.1 million). 
This produced a total of206 tourists or 19.9% of the sample coming from this 
region. The next regions generating the most tourists were as follows : 
I. Nordrhein- Westfalen (pop. 17.6 million), including the cities of Cologne and 
Dusseldorf, and generating 177 (17.1 %) tourists; 
2. Hessen (pop. 5.9 million), including Frankfurt, generating 170 (16.4%) tourists; 
3. Bayern (pop. 11 .7 million), principal city Munich, generating 158 (15.3%) 
tourists; 
4. Niedersachsen (pop. 7.5 million) generating 102 (9.9%) tourists. 
This also reflects the methods employed by the German government to 
stagger holidays among the regions, resulting in the above regions having most of 
their summer holidays during July and returning home in August. 
It also reflects the location of the main airports in Germany, and their charter 
connection with Ireland, (see also flight schedules for the airports connected to 
Germany). The principal destinations of the above regions being Cologne, 
Dusseldorf, Frankfurt, Munich and Stuttgart, where a the majority of charter flights 
from Dublin and Shannon airports terminate. Hamburg was also a popular charter 
flight destination during August, but only generated 2.6% or 27 German tourists. The 
region itself only has a total population of 1.7 million. The following table illustrates 
the complete breakdown of geographical origin of tourists. 
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Table 4 - 6a.: Geographical Origin of Tourists 
Region Frequency Percent 
Nordrhein- Westfalen 177 17.1 
Hessen 170 16.4 
Bayern 158 15.3 
Baden- Wurttemberg 206 19.9 
Berlin 18 1.7 
Niedersach.~en 102 9.9 
Rheinland- Pfalz 58 5.6 
Hamburg 27 2.6 
Schleswig- Holstein 17 1.6 
Bremen 6 0.6 
Saarland 17 1.6 
Mecklenburg- Vorpommern 4 0.4 
Brandenburg 8 0.8 
Sachs en- Anhalt 6 0.6 
Sachsen 42 4.1 
Thuringen 19 1.8 
Totol 1035 
1
1000 
Valid cases 1035 Missing cases 0 
Cum Percent 
17.1 
33 .5 
48.8 
68.7 
70.4 
80.3 
85.9 
88.5 
90.1 
90.7 
92.4 
92.8 
93 .5 
94.1 
98.2 
100.0 
Cross tabulations of the variable ' German Region (Question Nine) were 
applied with all other variables, and, for example, the following variable was found to 
have a relationship or influence: 
• Travelled by Hire Car. 
One ofBord Failte's objectives for the German market in 1997 was to target 
' specifically the hire car segments of the market' , (Bord Failte, 1997: 16). This is 
one of the reasons that this crosstabulation was chosen as an example. 
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Table 4 - 6b.: German Region by Travelled by Hire Car 
Nordrhein-Westfalen 
& Hesocn 
Bayem 
& Baden Wiirttember)( 
Berlin 
& Brandenburl! 
Niedersachseu & Bremcn 
Rheinland-Pfalz & 
Saarland 
Hamburg 
& SchlesMI!-Bolsten 
Mecklenburg-Vorprommen 
& Sacbsen·Anhalt 
Sacbse. & Thuringcn 
Column Total 
Chi-Square 
Pearson 
Ycs 
Count 159 
Row % 45.8 
Count 125 
Row % 34.3 
Count \I 
Row % 42.3 
Count 38 
Row 0/0 35.2 
Count 33 
Row 0/0 35.2 
Count 21 
_Row 0/0 47.7 
Count 4 
Row % 40.0 
Count 14 
Row 0/0 23.0 
405 
39.1 
Value 
19.66339 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
No 
188 
54.2 
239 
65.7 
15 
57.7 
70 
64.8 
42 
56.0 
23 
52.3 
6 
60.0 
47 
77.0 
630 
60.9 
DF 
7 
Row Total 
347 
33.5 
364 
35.2 
26 
2.5 
108 
10.4 
75 
7.2 
44 
4.3 
10 
1.0 
61 
5.9 
1035 
100.0 
Significance 
0.00634 
3.913 
1 of 16 (6.3%) 
This table was recoded to gain a valid value for the cells with expected 
frequency < 5 below 20%. This was achieved at a value of 6.3%. As can also be 
seen from the above results there is a significant relationship between the regional 
origin of German tourists and travelling by hire car when in Ireland. When recoding 
was undertaken, the geographical situation of each region was significant, and 
therefore selection of neighbouring regions were recoded with each other. This was 
achieved to the closest possible combination. 
The majority of those tourists who travelled by a hire car when in Ireland 
actually came from the first two regions ofNordrhein-Westfalen, (Diisseldorl) and 
Hessen, (Frankfurt). These two regions represented 39.3% of all Germans who used 
a hire car, and 15.4% of all German tourists . The next two regions who travelled by 
hire car were Bayern, (Munich), and Baden Wiirttemberg, (Stuttgart), representing 
30.9% of those who travelled by hirecar when in Ireland, and 12.1% of all German 
tourists. These areas are to the south and east of Germany and were also the main 
originating regions for German tourists, with the main airports given in brackets 
above. 
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Other crosstabulations were applied with the variable 'German' region, 
however they were found not to have a significant relationship or influence on one 
another. 
Table 4 - 6c.: Geographical Origin by Gender 
Nord rhein-Westfalen Count 
& Hesseo Row 0/0 
Bayero Count 
& Baden WiirttembeJ:l! Row % 
Berlin Count 
& BrandenburE Row % 
Nieder,acbsen & Bremen Count 
Row % 
Rheinland-Pfalz & Count 
Saarland Row 0/. 
Hamburg & Count 
SchleswiE-Hol.ten Row % 
MeckJenburg-Vorprommen Count 
& Sachsen-Aobalt Row % 
Sachsen & Thuringcn Count 
Row % 
Column 
Total 
Chi-Square Value 
Pearson 4.86072 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
Yes 
153 
44.1 
157 
43 .1 
15 
57.7 
40 
37.0 
33 
44.0 
18 
40.9 
4 
40.0 
23 
37.7 
443 
42.8 
I 
No 
194 
55.9 
207 
56.9 
11 
42 .3 
68 
63 .0 
42 
56.0 
26 
59.1 
6 
60.0 
38 
62 .3 
592 
57 .2 
DF 
7 
Row Total 
347 
33.5 
364 
35.2 
26 
2.5 
108 
10.4 
75 
7.2 
44 
4.3 
10 
1.0 
61 
5.9 
1035 
100.0 
Significance 
0.67696 
4.280 
1 of 16 (6.3%) 
Again recoding was undertaken using the same guidelines of geographical 
area, etc. The cells with expected frequency is less than 20% at 6.3% and therefore 
this is a valid table. Having recoded, there is no relationship between the two 
variables of 'German region of origin' and 'Gender', as the Pearson's value of 
significance is 0.67696. This is above the 0.05 level and will be rejected. 
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Figure 4 - 6a.: GeographicaJ Origin of Tourists by Gender 
4. 6. 1. Geographical Origin of Tourists - Summary 
It is important to note here that those regions in Germany which sourced the 
majority of German tourist in Ireland on a holiday were those regions whose 
holidays were staggered around the time of survey and also those regions where the 
main destination airports were located. 
1. Nordrhein- Westfalen (pop. 17.6 million), including the cities of Cologne and 
Dusseldorf, and generating 177 (17.1 %) tourists; 
2. Hessen (pop. 5.9 million), including Frankfurt, generating 170 (16.4%) tourists; 
3. Bayern (pop. 11.7 million), principal city Munich, generating 158 (15.3%) 
tourists; 
4. Niedersachsen (pop. 7.5 million) generating 102 (9.9%) tourists . 
This will have a significant impact on the way in which Bord Faille and 
tourism industry partners should in future plan their marketing programmes, i.e. 
stagger their promotions to target each region in their respective time of holiday 
planning. This may vary as the holidays are staggered in the different regions. 
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4. 7. Media Exposure aDd Other Influences 
In the most recent Bord Failte Visitor Attitude Survey (1997) table 40/ I 
gives a breakdown of all the important sources of information German tourists used 
in choosing Ireland. 61 % of tourists said they sourced infomlation from advice from 
friends, relatives or business associates. 34% sourced information from 'other' 
promotional literature on Ireland, and 30% from guide books. The remainder came 
from the following areas: 
• Bord Failte literature and advertising, (12%, 6%); 
• Information in tour company brochures, (14%); 
• Magazine articles, (15%); 
• Travel programme on television, (20%); 
• Newspaper article, (12%); 
• Movies, (7%); 
• Travel agent advice, (5%). 
The present research gave four options for respondents replies and was not as in-
depth as Bord Failte's investigation. The following table shows that of the total 
sample interviewed, 28% said experience from previous holidays was an important 
source of information to them, (internal information search, learning, memory and 
perception), 61 % sourced information from advice from friends and relatives, 
(external information search, power of word of mouth advertising, importance of 
satisfYing all tourists), 5% got information from a travel agent (power of 
intermediaries), 26% sourced information from promotional literature, and a final 
10% said they obtained information from other sources. 
This is similar to the Bord Failte survey, and would agree with many of their 
results. It must be noted here that when answering this question tourists gave more 
than one answer, all of which have been considered in the above percentage 
breakdown of replies . When analysing the results ,it was decided to only use the first 
response as it was intended to only obtain the most important information to them. 
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Table 4 - 7a.: Influencing information on selection ofIreland (First response) 
Frequency 
EXpe.rience 294 
Advicefrom F & R 533 
Travel Agent 26 
Promotional Lit 117 
Other 65 
Total 1035 
Percent 
28.4 
51.5 
2.5 
11.3 
6.3 
1000 
Valid cases 1035 Missing cases 0 
Cum Percent 
28.4 
79.9 
82.4 
93 .7 
1000 
Mean 2. 156 
Cross tabulations of the variable ' Influencing Information' (Question Ten) 
were applied with all other variables, and, for example, the following variable was 
found to have a relationship or influence: 
• No of nights spent in the Shannon region. 
Table 4 - 7b.: Influencing Information by Shannon Region 
Count 
Experience Row 6/0 
Count 
Advice from friends etc. Row % 
Count 
T ravel Agent Row % 
Connl 
Promotion Literature Row 0/0 
Count 
Other Row 0/0 
Column 
Total 
Chi-Square Value 
Pearson 11 .98630 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
Went to tbe 
Shannon Region 
116 
39. 5 
268 
50.3 
10 
38.5 
59 
50.4 
25 
38.5 
478 
46.2 
DF 
4 
did not go Row Total 
tbere 
178 
60.5 
265 
49 .7 
16 
6 1.5 
58 
49.6 
40 
6 l.5 
557 
53.8 
294 
28.4 
533 
51.5 
26 
2.5 
117 
lL3 
65 
6.3 
103 5 
100.0 
Significance 
0.01745 
12.008 
o 
This was recoded to ensure a valid value for cells with expected frequency 
less than 20% was present. This was achieved at a zero, 0, level. Pearson's 
significance value is less than 0.05 at 0.01745 or 1.745%. Advise from friends and 
relatives is favoured as a source of information, representing 56.1 % of tourists 
travelling to the Shannon region, and 25.9% of the total sample. The second most 
favoured source of information, experience from previous holidays, represented 
24.3% of tourists travelling to the Shannon region and 11.2% of the total sample. Of 
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The above table is a valid table as the cells with expected frequency is zero, 0, 
but there is no relationship between the variables. Giving a closer look it shows that 
the travel agent and 'other' sources of information were sourced more by men than 
women. With advise from mends and relatives, experience from previous holidays 
and prQmotionalliterature still first, second, and third choice by both male and female 
German tourists. 
4.7.1. Summary of Media Exposure and Other Influences 
The information in the above results is important to note for marketers of 
tourism services as it is these sources of information and influences upon the 
consumer that effect the tourists final intention to purchase the service. Advice from 
friends and relatives was found to be the most important source of information. 
"Good word of mouth" has paid off in the case of tourists coming to Ireland. This 
costs the industry relatively nothing in terms of marketing budgets. If the tables were 
to tum with tourists staying away due to "bad word of mouth" then it would be 
detrimental to the marketing ofthe country. The bottom line is satisfaction, making 
tourists happy and bringing them back. 
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4. 8. Attribute Ratings and Subsequent Attitudes towards Attributes 
Initially we look at both important and satisfaction ratings of all fifteen 
attributes. The regionally desired attributes and the subsequent attitude towards each 
attribute after experiencing the tourism product in Ireland, and each region, will be 
outlined in the following section. 
4. 8. 1. Desired Attributes and Subsequent Attitudes Towards Attributes 
As there is extensive information and results for the following two questions, 
question eleven and twelve, it has been decided only to illustrate those findings that 
have a direct relation to the main objectives of the research. Frequencies of all results 
will be given at the outset, and a more detailed list of other analyses will be given in 
the subsequent appendices, as with the previous questions. 
4. 8. 2a. Importance of Landscape and Countryside 
The majority of tourists, 97.6% (lOlO), expressed that it was either somewhat 
important, 5.9% (61), very important 28.1% (291), or extremely important, 63 .6% 
(658), to then in selecting Ireland as a holiday destination. A remaining 2.5% (25) 
did not think it very important, (1.3%), or at all important, (1 .2%). 
From previous Bord Failte Visitor Attitude surveys (19931 1995/ 1997), 
scenery was considered the most important factor when considering Ireland as a 
tourists destination. 
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Table 4 - 8a.: Importance of Landscape & Countryside 
How important was Frequency Percent Cum Percent 
Extremely Important 658 63.6 63 .6 
Very Important 291 28.1 91.7 
Somewhat Important 61 5.9 97.6 
Not Very Important 13 1.3 98.8 
Not at all Important 12 1.2 100.0 
Total 1035 1000 
I 
Valid cases 1035 Missing cases 0 Mean 1.483 
The above data on the importance of landscape and countryside to the German 
tourist must be compared with the following question. 
4. 8. 2b. Satisfaction witb Landscapes and Countryside 
A good result here with 95 .7% (991) of tourists expressing that they were 
either very satisfied, (28.2%) , or completely satisfied, (67.5%). The remaining 
tourists said they were neither satisfied or dissatisfied, (3.3%) , not very satisfied, 
(0.6%) , and not at all satisfied, (0.4%). This would illustrate that the majority of 
tourists expectations were met and exceeded giving a favourable result for the 
importance of and satisfaction with the landscape and countryside. 
Table 4 - 8b.: Satisfaction with Landscapes & Countryside 
How satisfied .... Frequency 
Completely Satisfied 699 
Very Satisfied 292 
Neither Satisfied or Dissatisfied 34 
Not Very Satisfied 6 
Not at all Satisfied 4 
Total 1035 
Valid cases 1 03 5 Missing cases 0 
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Percent 
67.5 
28.2 
3.3 
0.6 
0.4 
1000 
Mean 
Cum Percent 
67.5 
95.7 
99.0 
99.6 
1000 
1.381 
The diagram below shows the two distributions on the one graph. As can be 
clearly seen the majority of responses are either important or 
satisfied. 
100 
80 
. Completely satisfied 
60 Very Satisfied 
40 . Neither satisfied or 
dissatisfied 
20 
. Not very Satisfied 
;,R 0 0 O Net at all satisfied 
Figure 4 - 8a.: Importance of .. by Satisfaction with .. Landscape & 
Countryside. 
The next attribute listed for the tourists to chose from was weather and 
climate. This was expected not to achieve high importance ratings as Germany' s 
climate would be better in the summer. At the time of researching the first period in 
Dublin airport the weather was terrible, but in the latter half of the month the weather 
improved. 
4.8.3a. Importance of Weather and Climate 
Weather is portrayed as being 'soft ' in Bord Failte promotional ads to the 
European countries. It can be presumed that tourists would be expecting some rain 
when in Ireland. Would tourists consider it to be important as a basis for destination 
selection, and once here would they be satisfied with it? The majority of 
respondents, (55 .8%), thought climate was important with 41.5% (430) expressing it 
was somewhat important, 10.7% (Ill) saying it was very important, but onJy 3.6% 
(37) considered it was extremely important. The remaining 44.2 % (457) of tourists 
thought it was not very important, (31.3%), or not at all important, (12.9%) 
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Table 4 - Bc.: Importance of Weather & Climate 
How important was .. Frequency Percent 
Extremely Important 37 3.6 
Very Important 111 10.7 
Somewhat Important 430 41.5 
Not Very Important 324 313 
Not at all Important 133 12.9 
Total 1035 100.0 
Cum Percent 
3.6 
14.3 
55 .8 
87.1 
100.0 
Valid cases 1035 Missing cases 0 Mean 3.391 
There is little variance between those who thought it was important to those 
who did not. The next step then is to see whether or not these tourists were satisfied 
or dissatisfied with the climate when they were in Ireland. 
4. B. 3b. Satisfaction with Weather and Climate 
During research the weather was bad. The weather did improve towards the 
end of the month but it was not impressive. A total of40.7% (421) of tourists said 
they were neither satisfied nor dissatisfied with the weather. This left 34.5% of 
tourists who said they were satisfied, and 24.8% who said they were not satisfied 
with the weather. Again there is little difference between satisfaction levels but more 
tourists were satisfied than dissatisfied. This would mean that expectations were met 
or exceeded in most cases. 
Table 4 - Be.: Satisfaction with Weather & Climate 
How satisfied ... Frequency Percent Cum Percent 
Completely Satisfied 76 7.3 7.3 
Very Satisfied 282 27.2 34.6 
Neither Satisfied or Dissatisfied 421 40.7 75.3 
Not Very Satisfied 159 15.4 90.6 
Not (It all Satisfied 97 9.4 1000 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 2.922 
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The satisfaction responses are more positive than expected, although the 
mean value again implies the average response being in the third category, which is 
neutral. Both of these distributions are illustrated in the one diagram below. 
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Figure 4 - Sb.: Importance of by Satisfaction with Weather and Climate 
The next attribute was rated the second most important motivation by 
previous Bord F ailte surveys. It was decided to be positioned in third place on the 
list to prevent directing a choice similar to Bord Failte. 
4. S. 4a. Importance of History and Culture 
I t would appear from the following results that history and culture in Ireland 
was important to the German tourists. 87% (900) of tourists saying it was either 
somewhat important, (33 .5%), very important, (36.7%), or extremely important, 
(16.7%). Only a further 13% didn 't see it as an important factor. This supports the 
Bord F ailte Visitor Attitude survey findings. 
182 
Table 4 - Se.: Importance of History & Culture 
How important WilS Frequency Percent 
Extremely Important 173 16.7 
Very Important 380 36.7 
Somewhat Important 347 33.5 
Not Very Important 96 9.3 
Not at all Important 39 3.8 
Total 1035 1000 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
16.7 
53.4 
87.0 
96.2 
100.0 
2.467 
As with the previous two questions this will compared with the following satisfaction 
results. 
4. S. 4b. Satisfaction with History and Culture 
Results were very favourable here with 64.5% (668) of tourists expressing 
complete satisfaction (17.4%), or being very satisfied (47.1 %) with the history and 
culture experience when in Ireland. Only 2.8% said they were not very satisfied 
(1.9%) or not at all satisfied (0.9%), with the remaining tourists, (32.7%) , stating 
they were neither satisfied or dissatisfied. Again this factor is well utilised in Bord 
Failte promotions both in printed form or on television advertising. 
Table 4 -Sf.: Satisfaction with History & Culture 
How satisfied .. Frequency Percent Cum Percent 
Completely Satisfied 180 17.4 17.4 
Very Satisfied 488 47.1 64.5 
Neither Sati.~fied or Dissatisfied 338 32.7 97.2 
Not Very Satisfied 20 1.9 99.1 
Not at all Satisfied 9 0.9 100.0 
Total ~ I 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 2.217 
These results are illustrated below. 
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Figure 4 - Sc.: Importance of by Satisfaction with History and Culture 
As the Bord F ailte marketing objectives for the German market, (1997) 
indicated to target specifically the activity/ specialist tourists, it was decided to 
include special interests and hobbies as the next attribute to chose from. 
4. S. Sa. Importance of Special Interests and Hobbies 
It can be observed that there is little difference between each variable. 10% 
(103) of tourists said it was extremely important to them, 15 .1% (156) said they 
thought it very important, and 30% (310) of tourists said it was somewhat important. 
25.5% (264) thought it was not very important and 19.5% (202) said it was not at all 
important. This mirrors results obtained by previous Bord F ailte' s Visitor Attitude 
surveys. 
Table 4 - Sg.: Importance of Special Interests & Hobbies 
How important was Frequency Percent 
Extremely ImporllllJt 103 10.0 
Very Important 156 15.1 
Somewhat ImportalJt 310 30.0 
Not Very Important 264 25.5 
Not at alii mportalJt 202 19.5 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 
184 
! Cum Percellt 
10.0 
25 .0 
55 .0 
80.5 
100.0 
3.296 
The results above indicate that special interests and hobbies were not 
important to Gennan tourists before coming to Ireland. This will be compared to 
how satisfied tourists were after having had a holiday in Ireland. 
4. S. 5b. Satisfaction with Special Interests and Hobbies 
It is surprising to see, that even though this factor was not seen as being 
significant to German tourists before coming to Ireland the figures show that more 
tourists were satisfied than dissatisfied with special interests and hobbies . 35 .1% 
(363) of tourists expressed complete satisfaction, (12%), or being very satisfied, 
(23 .1%), with special interests and hobbies. A further 54.6% (565) were neither 
satisfied Of dissatisfied. Leaving a mere 10.4% (107) of tourists not very satisfied, 
(6.7%) or not at all satisfied (3. 7%). This is a favourable result. 
Table 4 - Sh.: Satisfaction with SpeciaJ Interests and Hobbies 
How satisfied .. Frequency Percent Cum Percent 
Completely Satisfied 124 12.0 12.0 
Very Satisfied 239 23.1 35.1 
Neither Satisfied or Dissatisfied 565 54.6 89.7 
Not Very Satisfied 69 6.7 96.3 
Not at all Satisfied 38 3.7 100.0 
Total 1035 1000 
Valid cases 1035 Missing cases 0 Mean 2.670 
lfBord Failte are to target the activities! specialist market, note must be taken 
of the above results . Few German tourists thought about it before coming here . 
Having spent a holiday here more tourists were satisfied than dissatisfied. Marketing 
must be improved in this area, if things are to be improved for this tourism market. 
Both of the above results are illustrated below. 
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Figure 4 - Sd.: Importance of by Satisfaction with Special Interests and 
Hobbies 
Bord Failte marketing and promotions always included the 'Cead Mile Failte' 
concept or depict hospitable people in their advertisements. The Irish as a nation 
have a reputation for being helpful, friendly and hospitable and it was determined to 
include friendly people as an attribute for choosing Ireland. 
4. S. 6a. Importance of Friendly People 
A significantly high proportion of respondents, (78.9%), stated that friendly 
people were extremely important, 32.2% , or very important, 46.8% in selecting 
Ireland as a holiday destination. Only 4.5% of tourists thought it was not very 
important, (2.5%), or not at all important (2%). This left only 16.5% (171) of 
tourists expressing that it was only somewhat important to them. This again reflects 
previous Bord Failte surveys where friendly people came second in the top five most 
important factors in considering Ireland as a holiday destination. 
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Table 4 - Si.: Importance of Friendly People 
How important was ... Frequency I Percent 
Extremely Important 333 1 32.2 
Very Important 484 46.8 
Somewhat Important 171 I 16.5 
Not Very Important 26 2.5 
Not at all Important 21 2.0 
Total 1035 1000 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
32.2 
78.9 
95.5 
98.0 
100.0 
1.955 
How satisfied were these same tourists having spent time in Ireland on 
holidays? 
4. S. 6b. Satisfaction with Friendly People 
This showed an extremely favourable result with 50% (518) of tourists stating 
they were completely satisfied with the friendly people when in Ireland. A further 
41.4% (429) of tourists said they were very satisfied with the friendly people. This 
left 8.5% (88) of tourists neither satisfied or dissatisfied, (7.5%), not very satisfied, 
(0.4%), or not at all satisfied, (0.6%). This illustrated that only 1 % or 10 tourists out 
of the total sample of I, 035 tourists were dissatisfied. 
Table 4 - Sj.: Satisfaction with Friendly People 
How satisfied. .... Frequency Percent Cum Percent 
Completely Sati.sfied 518 50.0 50.0 
Very Satisfied 429 41.4 91.5 
Neither Satisfied or Dissatisfied 78 7.5 99.0 
Not Very Satisfied 4 0.4 99.4 
Not at all Satisfied 6 0.6 1000 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 1.600 
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Figure 4 - Se.: Importance of by Satisfaction with the Friendly People 
The next factor is associated to the attribute above, although more emphasis 
is placed on actual interaction and contact with the Irish people. 
4. S. 7 a. Importance of Contact with the Irish 
This factor was also seen as important to Gennan tourists as 65.1 % (674) 
thought it was extremely important, (26.7%), or very important, (38 .5%), to them 
before coming to Ireland. Only 4.9% (51) of tourists thought it was not very 
important with a further 2.8% (29) of tourists saying it was not at all important. This 
left 27.1% (281) of tourists who said it was only somewhat important. This could be 
placed in the same category as the friendly people in Bord Failte surveys. 
Table 4 - Sk.: Importance of Contact with the Irish 
How important was Frequency Percent 
Extremely Important 276 26.7 
Very Important 398 38 .5 
Somewhat Important 281 27.1 
Not Very Important 51 4.9 
Not at all Important 29 2.8 
Total 1035 1000 
Valid cases 1035 Missing cases 0 Mean 
188 
Cum Percent 
26.7 
65.1 
92.3 
97.2 
1000 
2. 187 
Having seen from the above data that the contact with the Irish was important 
to German tourists, how satisfied were they having had a holiday in Ireland? 
4. 8. 7b. Satisfaction with Contact with the Irish 
Expectations were met and exceeded in this case as can be clearly seen from 
the following ,results. 32.9% (341) of tourists were completely satisfied, 41.3% (427) 
of tourists were very satisfied, and only 2% (21) of tourists were not satisfied. The 
remaining 23.8% (246) of tourists were neither satisfied or dissatisfied. This again is 
well utilised as an attracting element with the friendly Irish people in the present Bord 
Failte print and audio visual promotions. 
Table 4 - 81.: Satisfaction with Contact with the Irish 
How satisfied ... Frequency Percent Cum Percent 
Completely Satisfied 341 32.9 32.9 
Very Satisfied 427 41.3 74 .2 
Neither Satisfied or Dissatisfied 246 23.8 98 .0 
Not Very Sati.'ified 16 1.5 99.5 
Not at all Satisfied 5 0.5 100 0 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 1.954 
Having received favourable results here it is not surprising that the friendly 
Irish and interaction with the Irish is present ,in all Bord Failte advertisements and 
promotions. 
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Figure 4 - 8f.: Importance of by Satisfaction with Contact with the Irish 
The next attribute of sporting activities was included, again because ofBord 
Failte's marketing objectives for the German market, (1997), to target specifically the 
activities! specialists market. 
4. 8. 8a. Importance of Sporting Activities 
Outdoor activities such as golfing, angling etc. would come under this factor 
and it was presumed from promotional literature that this is seen to be an important 
factor to the German tourist market. Results from the present research differs. Only 
15.4% (159) of tourists said it was extremely important, (5.4%) or, very important 
(10.%) to them in selecting Ireland . A total of 59% (611) of tourists said it was 
either not very important, (29.5%), or not at all important, (29.5%). This only left a 
further 25.6% (265) of tourists wbo said it was only somewhat important to them. It 
can be assumed that tourists who were interviewed did not come here merely for 
sporting activities alone. 
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Table 4 - Sm.: Importance of Sporting Activities 
How important was ... Frequency Percent 
Extremely Important 56 5.4 
Very Important 103 10.0 
Somewhat Important 265 25.6 
Not Very Important 305 29.5 
Not at all Important 306 29.5 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 
Comparisons must now be made with tourists satisfaction levels. 
4. S. Sb. Satisfaction with Sporting Activities 
Cum Percent 
5.4 
15.4 
41.0 
70.5 
100.0 
3.678 
This again mirrors the disinterest respondents had with sports activities. The 
majority of respondents, 64.5% (668), choosing to say they were neither satisfied or 
dissatisfied with sports. 24.5% (186), said they were very satisfied with a further 
6.6% (68), saying they were completely satisfied. Only 10.9% expressed they were 
not very satisfied, (6.3%) , or not at all satisfied, (4.6%). This is not a significant 
factor. 
Table 4 - Sn.: Satisfaction with Sporting Activities 
How satisfied ... Frequency Percent 
Completely Satisfied 68 6.6 
Very Satisfied I 186 18.0 
Neither Satisfied or Dis.~atisfied 668 64.5 
Not Very Satisfied 65 I 6.3 
Not at all Satisfied 48 4.6 
Total 1035 100.0 
Cum Percent 
6.6 
24.5 
89.1 
95.4 
100.0 
Valid cases 1035 Missing cases 0 Mean 2.844 
The diagram below illustrates both importance and satisfaction distributions. 
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Figure 4 - 8g.: Importance of by Satisfaction with Sports Activities 
Bord Failte hope that international coups such as the hosting of the Tour de 
France 1998 (10th- 13th ofJuly), which was a great success, and the upcoming 
Ryder Cup 2005 will have a profound impact on Irish tourism and hence improve 
global, and German, perceptions oflreland as a country that can, and does, provide 
quality sporting activities and events, (Bord Failte, 1997). Already events such as the 
Murphy' s Irish Open, held in Druids Glen again this year (2nd- 5th July), and the 
Budweiser Derby, in the Curragh each year (June), attract many people from all 
around the world. Yet still the perceptions of German tourists are negative toward 
sporting activities in Ireland. This could be improved. 
This next attribute was included because it has been noticed that Ireland, in 
particular Dublin, attracts many students on language learning holidays each year 
from places like Italy, France and Spain, and it was speculated whether German 
students participated in similar holidays 
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4. 8. 9a. Importance of Study/ Language learning 
It was expected to obtain a number of students here on holidays, this was 
seen as being an important factor to be included. As the majority of respondents 
were here on holiday, the importance of this factor may be reduced. The following 
results illustrate that there was little difference between it being important or not 
important. A total of25. 7% (266) tourists said it was either extremely important, 
(9%), or very important, (16.7%) to them. 30.8% (319) said it was only somewhat 
important, with the remaining 43.5% (450) of tourists indicating it was not very 
important, (22.7%), or not at all important, (20.8%), in selecting Ireland as a holiday 
destination. 
Table 4 - 80.: Importance of Study/ Language learning 
How important was .. Frequency Percent 
Extremely Important 93 9.0 
Very Important 173 16.7 
Somewhat Important 319 30.8 
Not Very Important 235 22.7 
Not at aU Important 215 20.8 
Total 1035 1000 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
9.0 
25.7 
56.5 
79.2 
100.0 
3.296 
As the majority of tourists did not emphasise studying or learning a language 
as being a primary motive for coming to Ireland, it is anticipated that the following 
results on the level of satisfaction with this attribute will indicate neither satisfaction 
nor dissatisfaction. 
4. 8. 9b. Satisfaction with Study/ Language Learning 
The majority of responses, (52.7%), were in the 'neither or' category. This 
shows that few people came here to study or to learn a language and they would not 
be able to express satisfaction or dissatisfaction with it 38.8% (402) said they were 
either completely satisfied, (8.9%), or very satisfied, (30%). Only 8.5% said they 
were not very satisfied, (5.8%), or not at all satisfied, (2.7%). 
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Table 4 - Sp.: Satisfaction with Study/ Language Learning 
How sa1isfied.... Frequency 
Completely Satisfied 92 
Very Sa1isfied 310 
Neither SaJisfied or Dissatisfied 545 . 
Not Very Satisfied 60 
N 01 at all Satisfied 28 
Total 1035 
Valid cases 1035 Mi ssing cases 0 
Percent 
8.9 
30.0 
52.7 
5.8 
2.7 
100.0 
Mean 
Cum Percent 
8.9 
38.8 
91.5 
97.3 
1000 
2.635 
These results indicate more tourists were satisfied than dissatisfied. Both 
distributions of this attribute can be seen in the diagram below. 
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Figure 4 - Sh.: Importance of by Satisfaction with Study/ .Language Learning 
As the majority of Gennan students who learn English in school go to 
England to improve their language, could Bord Failte improve its promotions of 
summer language schools or would it be a waste of their marketing time? Marketing 
from the language schools may be sufficient. This remains to be seen, and could be 
addressed in future research. 
The following attribute of rest and relaxation could apportion both important 
and not important levels as the type of holiday differs among tourists travelling to the 
quiet countryside and those wishing to travel on city breaks. 
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4. S. lOa. Importance of Rest and Relaxation 
In this research the following results show that the German tourists 
interviewed thought it was extremely important, (19.4%), very important, (32.5%), 
and somewhat important, (29.3%). This illustrates that the respondents thought it 
was important. Only 19.3% oftourists that did not think it was important in selecting 
Ireland. From previous Bord Failte studies this factor was seen as moderately 
important ranking as the joint fifth reason for choosing Ireland, (out of a total of nine 
motivations). 
Table 4 - Sq.: Importance of Rest & Relaxation 
How important was. .. Frequency Percent 
Extremely Important 201 19.4 
Very Important 332 32.1 
Somewhat Important 303 29.3 
Not Very Important 132 12.8 
Not at all Important 67 6.5 
Total 1035 1000 
Cum Percent 
19.4 
51.5 
80.8 
93.5 
1000 
Valid cases 1035 Missing cases 0 Mean 2.548 
How satisfied will they be with their holiday as a result of this being important 
to them during selection of a holiday destination? 
4. 8. lOb. Satisfaction with Rest & Relaxation 
This was favourable with 59.2% satisfied with rest and relaxation when in 
Ireland. This was broken down into those who were completely satisfied, (21.3%), 
and those very satisfied, (38%). Only 7.4% (77) of tourists were not very satisfied, 
(5.9%), or not at all satisfied, (1.5%). 33 .3% (345) tourists were neither satisfied or 
dissatisfied . This reiterates the message in Bord Failte promotions ofIreland's 
reputation of a relaxed society. 
Bord F aiIte could emphasise this even more in their advertisements as this 
was seen to be one of the favoured attributes when selecting Ireland as a holiday 
destination. 
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Table 4 - Sr.: Satisfaction with Rest & Relaxation 
How satisfied ... Frequency Percent 
Completely Satisfied 220 21.3 
Very Satisfied 393 38 .0 
Neither Satisfied or Dissatisfied 345 33 .3 
Not Very Satisfied 61 5.9 
Not at all Satisfied 16 1.5 
Total 
1
1035 1000 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
21.3 
59.2 
92.6 
98.5 
100.0 
2.285 
Both the importance and satisfaction distributions can be seen illustrated by the 
diagram below. 
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Figure 4 - Si.: Importance of by Satisfaction with Rest and Relaxation 
Ireland has a reputation for its traditional Irish music, which is an art in itself, 
and also for its art and artists. Music and Art was chosen to be included on the list of 
attributes. 
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4. - 8. t tao Importance of Music & Art 
47.1% (488) oftourists saw this factor as being important in considering 
Ireland as a holiday destination. Only 19.7% (204) of tourists said it was not very 
important, (12.3%), or not at all important, (7.4%). The remaining 33.1% (343) of 
respondents said it was only somewhat important. 
This reflects the timing ofthe fleadhs ,in Kerry and Clare during the months of 
July and August, and the fact that Irish traditional music is renowned the world over. 
It is not their primary mot,ive for selecting Ire'land as a holiday destination. They may 
come for relaxing holiday and stay for the music! 
Table 4 - 85.: Importance of Music & Art 
How important was .... Frequency 
Rwemely Important 174 
Very Important 3)4 
Somewhat Important 343 
Not Very Important 127 
Not at all Important 77 
Total 
1
1035 
Valid cases 1035 Missing cases 
Percent 
16.8 
30.3 
33 .1 
123 
7.4 
100.0 
0 Mean 
Cum Percent 
16.8 
47.1 
80.3 
92.6 
100.0 
2.632 
Most tourists indicated it was important to them when selecting Ireland as a 
destination. How satisfied will they be having been here and sampled the goods. 
4.8. llb. Satisfaction with Music & Art 
This clearly is favourable with 59.3% being completely satisfied, (20.7%), or 
very satisfied, (38.6%) with music and art. Only 5.3% (55) of tourists were not very 
satisfied, (3 .8%), or not at all satisfied, (1 .5%), with 35.4% of tourists who were 
neither satisfied or dissatisfied. This is suitably used in Bord Failte promotions. 
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Table 4 - St.: Satisfaction with Music & Art 
Huw satisfied.... Frequency 
Completely Satisfied 214 
Very Satisfied 400 
Neither Sati~fied or Dissatisfied 366 
Not Very Satisfied 39 
Not at all Satisfied 16 
Total 1035 
Valid cases 1035 Missing cases 0 
Percent 
20.7 
38.6 
35.4 
3.8 
1.5 
1000 
Mean 
Cum Percent 
20.7 
59.3 
94.7 
98.5 
100.0 
2.269 
Both importance and satisfaction distributions can be seen illustrated in the diagram 
below. 
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Figure 4 - Sj.: Importance of by Satisfaction with Music and Art 
This is a favoured attribute by German tourists when selecting Ireland and 
also resulting in Germans being satisfied with music and art. Is it no wonder that 
music plays and important role in Bord Failte visual and print advertisements and 
promotions. (See appendix 4b). 
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4. 8. 12a. Importance of Shopping 
This was not important with 58% stating that it was not very important 
(31.3%), or not at all important (26 7%) to them. Only 115% (120) of tourists said 
it was extremely important (1.9%), or very important (19.7%). The remaining 
tourists (30.4%) said it was only somewhat important to them in selecting Ireland as 
a holiday destination. 
Table 4 - 8u.: Importance of Shopping 
How important was .... Frequency 
Extremely Important 20 
Very Important 100 
Somewhat important 315 
Not Very Important 324 
Not at all Important 276 
Total 1035 
Valid cases 1035 Missing cases 
Perce/It 
1.9 
9.7 
30.4 
31.3 
26.7 
100.0 
0 Mean 
Cum Percent 
1.9 
11.6 
42.0 
73.3 
100.0 
3.711 
If tourists did not rate shopping important before coming to Ireland, were 
they surprised to see the range of shops available to them and the variety of goods on 
offer, or were their expectations simply met? 
4. 8. 12b. Satisfaction with Shopping 
The results indicated that 33% of tourists were either completely satisfied 
(8.4%) or very satisfied (24 .6%) with shopping facilities. Only 18.8% of tourists 
were not very satisfied (13.4%), or not at all satisfied (5.4%). 48.1% of tourists 
who were neither satisfied or dissatisfied. 
The results are not surprising that the majority of tourists were neither 
satisfied nor dissatisfied. They may not have expected Ireland to have good shopping 
facilities, but in some cases they were very satisfied with what they found. 
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Table 4 - 8v.: Satisfaction with Shopping 
How satisfied .... Frequency 
Completely Satisfied 87 
Very Satisfied 255 
Neither Sati~fied or Dissatisfied 498 
Not Very Satisfied I 139 
Not at all Satisfied 56 
Total 1035 
Valid cases 1035 Missing cases 0 
Both distributions can be seen in the diagram below. 
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Figure 4 - 8k.: Importance of by Satisfaction with Shopping 
The 'shopping' attribute does not exhibit huge potential for Bord Failte 
marketing although it might influence the industry to improve facilities for tourists 
and then promote the facilities abroad encouraging people to come here for shopping 
as weD as other activities. 
The following factor of accommodation was included in the list of attributes as it is 
an essential part of any tourism product. 
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4. S. 13a. Importance of Accommodation 
It could be assumed that such a basic element to a tourists holiday as 
accommodation would be viewed as an important factor when selecting a destination. 
In the present research it is not so important. The results indicate that 29.9% of 
tourists saw it as either extremely important (8.2%), or very important (21.6%). A 
further 37.1 % of tourists seeing it as only somewhat important. Only 33 .1 %, 21 % of 
tourists said it was not very important and only 12.1 % said it was not at all 
important. This could be as a result of tourists visiting friends and relatives or those 
travelling by campervan/ caravan and would not worry about finding their own 
accommodation. In addition to this theory, they may be package tourists who came 
on an inclusive flight! accommodation deal and would not be concerned with 
accommodation in selecting Ireland as their choice of holiday. 
Table 4 - Sw.: Importance of Accommodation 
How important was I Frequency Percent 
:1 
Extremely Important 
I 85 8.2 
Very Important 
i 
224 21.6 
Somewhat Important I 384 37.1 
Not Very Important 217 21.0 
Not at all Important 125 12.1 
Total 1035 100.0 
Valid cases 1035 Missing Cases 0 Mean 
Cum Percent 
8.2 
29.9 
67.0 
87.9 
1000 
3.071 
As tourists were not concerned with accommodation before coming here, 
were they happy with what they received? 
4. S. 13b. Satisfaction with Accommodation 
This was favourable with 56.2% either completely satisfied (15.8%), or very 
satisfied (40.4%) with their accommodation. Only 8.9% were not very satisfied 
(7.3%) or not at all satisfied (1.6%) with accommodation. The remaining 34.8% of 
tourists were neither satisfied or dissatisfied with accommodation. 
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Table 4 - 8L: Satisfaction with Accommodation 
How satisfied .. Frequency 
Completely Satisfied , 64 
Very Satisfied 418 
Neither Satisfied or Dissatisfied 360 
Not Very Satisfied 76 
Not at all Satisfied 17 
Total 1035 
Valid cases 1035 MisSIng cases 0 
20 
10 
';J2. 0 
Percent 
15.8 
40.4 
34.8 
7.3 
1.6 
100.0 
Mean 
Cum Percent 
15.8 
56.2 
91.0 
98.4 
1000 
2.386 
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Figure 4 - 81.: Importance of by Satisfaction with Accommodation 
Bord Failte's continuous efforts in trying to improve the standard and quality 
of accommodation and the number of rooms available to the tourists is therefore 
important. Bord Failte could also increase the tourists awareness to the amount and 
variety of accommodation available to them before coming here on a holiday, and 
improve the prospects oftourism numbers in generaL 
Accommodation and food and drink are related when selecting a holiday or 
promoting a holiday. They do not have to be in the same building but in the vacinity 
of one another, and other amenities required from a holiday. Ireland does not 
possess a huge reputation for its food as places like Italy or France, but it is 
recognised for its Guinness and Whiskey. 
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4. S. 14a. Importance of Food & Drink 
Ireland has a reputation for having very good drink, such as Guinness and 
Whiskey. There are even tours of the respective breweries. Irish cuisine is only 
recently gaining some recognition. Of the total 1,035 respondents, 30.9% thought it 
was either extremely important (8.1 %), or very important (22.8%), 31.5% as not 
very important (20.6%) or not at all important (10.9%). 37.6% said it was only 
somewhat important. This is not an important factor in selecting Ireland. 
Table 4 - Sy.: Importance of Food & Drink 
How important was .... Frequency 
Extremely Important 84 
Very Important 236 
Somewhat Important 389 
Not Very Important 213 
Not at all Important 113 
Total 1035 
Percent 
8.1 
22.8 
37.6 
20.6 
10.9 
100.0 
Cum Percent 
8.1 
30.9 
68.5 
89.1 
1000 
Valid cases 1035 Missing cases 0 Mean 3.034 
Having seen the majority of replies were indicating somewhat importance of 
food and drink, were the tourists pleasantly surprised with the sampled goods? 
4. S. 14b. Satisfaction with Food and Drink 
This was favourable with 46.7% of tourists expressing they were either 
completely satisfied (13.4%) or very satisfied (33.2%) with food and drink. A further 
37.6% said they were neither satisfied or dissatisfied. Only 15.7% said they were not 
very satisfied (13 .6%) or not at all satisfied (2.1%). Satisfaction levels were more 
favourable than importance ratings. 
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Table 4 - 8z.: Satisfaction with Food & Drink 
How satisfied... Frequency 
Completely Satisfied 139 
Very Satisfied 344 
Neither Satisjied or Dissatisfied 389 
Not Very Satisfied 141 
Not at all Satisfied 22 
Total 1035 
Valid cases 1035 Missing cases 0 
The diagram below illustrates these results. 
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Figure 4 - 8m.: Importance of by Satisfaction with Food and Drink 
Bord Failte already uses both accommodation and entertainment to portray 
food and drink on offer in Ireland. In the present brochure for holidays in Ireland, 
German edition (1998), the main picture on pages 3 and 4 illustrate meal time as 
gaining contact with the friendly Irish and part of the welcome from lreland. 
Also on page 12, an illustration of eating out in Dublin is centred around a group 
meal, possibly in a restaurant or hotel. Other adverts, show food and drink together 
such as in the Guinness and Oyster festival held in Galway each year, depicted on 
page 67 of the brochure. (See appendix 4b). 
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Value for money is an important factor for anyone going on a holiday as the 
involvement and risk factors are raised again. A tourist does not know what they will 
receive once at the destination, but most importantly they do not wish to loose their 
financial outlay for the holiday or receive bad value for money. 
The prevailing poor economic conditions in Germany at the time of research, 
togetheF with a volatile Deutschmark made for a difficult calculation of what the 
normal ranking would be for this factor. Whenever estimating the return on this 
factor one must always take into account the economic conditions for both host and 
originating country at the time of research. 
4.8. 15a. Importance of Value for Money 
Tourists will expect value for their money. Such things as exchange rates 
could have a bearing on the outcome in this category. Only a total of 16.8% of 
tourists thought it extremely important (2.6%) or very important (14.2%) to them 
before coming to Ireland. 34.8% said it was only somewhat important 48.4% said it 
was not very important (25.6%) or not at all important (22.8%) to them in selecting 
Ireland. 
Table 4 - 8aa.: Importance of Value for Money 
Huw important was .... Frequency Percent 
Extremely Important 27 2.6 
Very Important 147 14.2 
Somewhat Important 360 34.8 
Not Very Important 265 25.6 
Not at all Important 236 22.8 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
2.6 
16.8 
51.6 
77.2 
1000 
3.518 
It is surprising to see that the Germans ranked it as not important to them 
before coming to Ireland, given that exchange rates for them would be unfavourable. 
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Having ranked it as not important to them before coming here, how satisfied will the 
tourists be once they realise they do not receive a favourable exchange rate and, 
goods and services in Ireland will seem that little bit more expensive? 
4. 8. ISb. Satisfaction with Value for Money 
This was not very satisfactory. Many tourists thought flights and ferries were 
expensive and some hotels in Dublin gave a poor service. Only 12.4% were 
completely satisfied (1.9%) or very satisfied (8.6%) with what they got. 52.4% of 
tourists were not very satisfied (28.5%) or not at all satisfied (23.9%) with 37.1% of 
tourists said they were neither satisfied or dissatisfied. 
Table 4 - 8bb.: Satisfaction with Value for Money 
How satisfied. .. Frequency Percent 
Completely Satisfied 20 1.9 
Very Satisfied 89 8.6 
Neither Satisfied or Dissatisfied 384 37.1 
Not Very Satisfied 295 28.5 
Not at all Satisfied 247 23.9 
Total 1035 1000 
Valid cases 1035 Missing cases 0 Mean 
Cum Percent 
1.9 
10.5 
47.6 
76.1 
100.0 
3.638 
As Bord Failte can not regulate exchange rates between countries and they do 
not have control over the economic situation at any moment in time, they can do very 
little about this factor. Some seasons this will be good and others will be bad. Also 
while Germany were having a bad economic year some other country will be having a 
good economic year. This in itself could be exploited and therefore Bord Failte 
should watch the markets closely. When the Single European Market begins and the 
Euro is introduced this will be obsolete. 
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Figure 4 - 8n.: Importance of by Satisfaction with Value for Money 
The last factor on the list is accessibility. This was included to examine how 
Gennans viewed Ireland as a country which can be easily accessed and attractive to 
go to, or one which is difficult to get to and travel around and not as attractive. 
4. 8. 16a Importance of Accessibility 
This is important to any country hoping to remain active in an increasing 
competitive tourist market. It is more important now to Ireland since the opening of 
the Channel Tunnel as it leaves Ireland as the only country with no direct link to 
mainland Europe. Only 17.1 % of tourists said it was either extremely important 
(3.\%) or very important (10.9%) in selecting Ireland . 38.6% said it was somewhat 
important. 47.4% said it was not very important (23 .8%) or not at all important 
(23.6%). This could be as the result of good scheduled flight services into and out of 
Ireland via Dublin and Shannon airports and a good ferry service between Cork, 
Dublin and Rosslare. 
Ferry travel took a decrease on recent years but again this was due to ferry 
prices in relation to their economic climate. As Ireland is an island and the only 
remaining European member country with no direct link to the continent it is 
surprising that Gennan tourists would not think accessibility was important. 
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Table 4 - 8cc.: Importance of Accessibility 
How important was .... Frequency Percent Cum Percent 
Extremely Important 32 3.1 3.1 
Very Important 113 10.9 14.0 
Somewhat Important 400 38.6 52 .7 
Not Very Important 246 23 .8 76.4 
Not at all Important 244 23.6 100.0 
Total 1035 100.0 
Valid cases 1035 Missing cases 0 Mean 3.538 
4. 8. 16b. Satisfaction with Accessibility 
32.3% stated they were either completely satisfied (8.2%) or very satisfied 
(32.3%) with accessibility. A majority of tourists expressed they were neither 
satisfied or dissatisfied with accessibility. Only 9.9% said they were not very satisfied 
(7.5%) or not at all satisfied (2.4%). 
This factor may not have been understood as it was expected that the majority 
of tourists would be satisfied with the charter services to and from Germany. 57.8% 
said they were neither satisfied or dissatisfied with accessibility, which would indicate 
they were unsure as to what answer to give. 
Table 4 - 8dd.: Satisfaction with Accessibility 
How satisfied .. Frequency Percent Cum Percent 
Completely Satisfied 85 8.2 8.2 
Very Satisfied 249 24.1 32.3 
Neither Satisfied or Dissatisfied 598 57.8 90.0 
Not Very Satisfied 78 7.5 97.6 
Not at all Satisfied 2S 2.4 1000 
Total 1035 1000 
Valid cases \035 Missing cases 0 Mean 2.7\9 
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Figure 4 - 80.: Importance of by Satisfaction with Accessibility 
Accessibility is obviously an important factor when deciding on any 
destination for a holiday. It should be relatively easy to get to, not take too much 
time getting there and be inexpensive. This exists between both Germany and Ireland 
as there are direct flights to and from both countries and, continental sailing's every 
day, weather permitting. Therefore it is surprising that most replies are in the centre 
of the Likert scales for both importance and satisfaction scores. 
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4. 9. Regional Desired Attributes & Subsequent Attitudes Towards Attributes 
One of the main reasons for conducting this research was to detennine what 
motives or criteria tourists use for judging the relative attractiveness of a holiday 
destination, in this case Ireland. This was achieved through determining their main 
purpose for coming to Ireland, their possible length of stay, where they went in 
Ireland and the important influencing information sources they used before selecting 
Ireland as a holiday destination. 
It was also attempted to identity the range of attributes within that criterion 
range. This was accomplished through the responses obtained from question eleven 
as reviewed in the previous section. These results must be taken a step further to 
confirm the degrees of importance of each attribute within this range and also to 
detennine the relative attractiveness of each tourism region in Ireland. Finally, a set 
of brand attributes for each tourism region in Ireland, and Ireland as a whole, will be 
developed based on all the previous results. 
The following results and findings will illustrate 
• The degrees of importance of each attribute; 
• The relative attractiveness of the tourism regions based on the importance of the 
attributes for that region; 
• To develop a set of brand attributes for each ofthe eight regions in Ireland using 
the principal five attributes for those regions as calculated. 
All of the above objectives were calculated using crosstabulation analysis, 
comparisons of attribute mean importance scores on a regional basis, and then 
ranking these scores on a level of one to fifteen in order of importance. The first five 
were chosen for branding the regions. It is important to note here that when 
calculating these scores, because the Likert scales were set from 1- 5, '1' 
representing 'Extremely Important' and' 5' equalling 'Not at all Important' , those 
attributes that scored lowest were in fact deemed more important than those that 
obtained high scores. 
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4. 9. 1. Ireland 
Table 4 - ·9a.: Importance Rating Table 
Landscape & Countryside 
Weather & Climate 
History & Culture 
Special Interests & Hobbies 
Friendly People 
Contact with the Irish 
Sporting Activities 
Studyi Learn a Language 
Rest & Relaxation 
Music & Art 
Shopping 
Accommodation 
Food & Drink 
Value for Money 
Accessibility 
4 
3 .5 
3 
~ 2 .5 0 
~ 
A verage Importanc e 
Importance Ratings Mean Importance Score 
• 
1535 
3510 
2553 
3411 
2023 
2264 
3807 
3411 
2637 
2724 
3841 
3178 
3140 
3641 
3662 
• 
1.4830918 
3.3913044 
2.4666667 
3.2956522 
1.9545894 
2.1874396 
3.6782609 
3.2956522 
2.5478261 
2.6318841 
3.7111111 
3.0705314 
3.0338164 
3.5178744 
3.538 1645 
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Figure 4 - 9a.: Mean importance rating per attribute 
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One can see from the above results and illustrations that attribute number 1 
has the most attractive mean importance score of all the attributes. The least 
attractive is attribute number 11 . It is also important to note that when selecting a 
level to rate the attributes, most tourists played it safe and selected number 3, 
'Neutral ' or 'Somewhat Important' . Both of these results were calculated using table 
1, appendix 4c. 
For comparative reasons a similar calculation was made on satisfaction scores 
for attributes. This was employed to see if there was any deviation from an 
importance rating and the satisfaction rating given for each of the attributes. The 
following give an outline of mean satisfaction rating per attribute and score per Likert 
rating as in the above diagrams. 
As can be seen from the data below and subsequent diagrams the attribute 
that gained most satisfaction from tourists was again attribute number 1, landscape 
and countryside. But the attribute that scored the worst, which resulted in the least 
satisfied of all attributes, was value for money, number 14. 
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Table 4 - 9b.: Satisfaction Ratings 
Landscape & Countryside 
Weather & Climate 
History & Culture 
Special Interests & Hobbies 
Friendly People 
Contact with the Irish 
Sporting Activities 
Studyl Learn a Language 
Rest & Relaxation 
Music & Art 
Shopping 
Accommodation 
Food & Drink 
Value for Money 
Accessibility 
4 
Satisfaction Rating 
1429 
3024 
2295 
2763 
1656 
2022 
2944 
2727 
2365 
2348 
2927 
2469 
2668 
3765 
2814 
Average Satisfaction 
1.380676 
2.921739 
2.217391 
2.669565 
1.6 
1.953623 
2.844444 
2.634783 
2.285024 
2.268599 
2.828019 
2.385507 
2.577778 
3.637681 
2.718841 
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Figure 4 - 9c.: Mean satisfaction scores pe.· attribute. 
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The illustration above gives an indication of the ratings level used by the 
tourists. Again, the tourists were probably being polite and safe when they chose the 
'Neutral' or 'Neither satisfied or dissatisfied' level of number 3 the most. In contrast 
to importance ratings, satisfaction ratings were more positive in responses. This can 
be seen when both the importance scores and satisfaction scores are super imposed 
onto the same diagram, as can be seen in figure 7 above. Satisfaction ratings are 
illustrated by the yellow line, and importance ratings shown by the pink line. The 15 
attributes are highlighted in blue at the bottom of the diagram. 
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Figure 4 - ge.: Importance scores versus Satisfaction scores 
2 14 
5 
The following table is a representation of the deviance between the 
satisfaction rating and the importance scores. A negative deviation was present in 
attribute number 14, value for money. The most positive deviation was found in 
number II , shopping, as indicated by the highlighted areas. This would indicate that 
tourists do not expect to find that Ireland is a good shopping location while on 
holiday and do not rate it as an important factor when selecting Ireland as their 
holiday destination. The same tourists indicated that value for money was only 
somewhat an important factor when selecting Ireland, but they argued they got little 
value for money. 
Given the economic situation at the time of interviews this is not surprising as 
the German Deutschmark was getting a bad return on the Irish punt. The deviance is 
only -124 points, and given that there were 1,035 tourists, the average deviance 
would only be -0.119907, (see appendix 4c, table 3), which is not a significant 
difference. The overall picture ofIreland as a destination ,is that tourists expectations 
were met and they were satisfied with the Irish tourism product. In the table above 
the first five important attributes and satisfied attributes have been indicated by 
numbers \.'. The most important factors are: 
• Landscape and Countryside, 
• Friendly People, 
• Contact with the Irish, 
• History and Culture, 
• Rest and Relaxation. 
The first four important attributes were rated the first four in satisfaction. 
Music and Art bet Rest and Relaxation for fifth place. These results could be used to 
develop a set of brand attributes for Ireland. 
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Table 4 - 9c.: Importance scores versus Satisfaction scores 
mportance Rating Satisfaction Rating Deviance 
Landscape & Countryside 1535' 1429' 106 
Weather & Climate 3510 3024 486 
History & Culture 2553' 2295' 258 
Special Interests & Hobbies 3411 2763 648 
Friendly People 20232 16562 367 
Contact with the Irish 22643 20223 242 
Sporting Activities 3807 2944 8632 
Study! Learn a Language 3411 2727 684' 
Rest & Relaxation 2637' 2365 272 
Music & Art 2724 2348' 376 
Shopping 3841 2927 9141 
Accommodation 3178 2469 709' 
Food & Drink 3140 2668 472 
Value for Money 3641 3765 -124 
Accessibility 3662 2814 8483 
How does the situation stand with each of the tourism regions in Ireland. The 
following tables and diagrams will be established on a regional basis. Mean scores 
and attributes importance and satisfaction ratings will give an indication of initially 
what tourists deemed attractive when selecting each of the different regions for a 
holiday destination within Ireland, and hence whether they were satisfied or not. It is 
important to note here that the mean scores are only based on the tourists who 
travelled to that region and does not include those that did not go there as in the 
previous cross tabulation analysis. This will give a more accurate mean score for the 
regIons . 
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4. 9. 2. Dublin 
In the earlier sections Dublin was favoured for short breaks and the majority 
of tourists travelled in groups of two or more when they visited Dublin city and 
county. The fact that Germans did travel with company was seen to have an 
influence on travelling to Dublin and how long to stay there. No causal relationship 
was found between satisfaction with sports activities and the time spent in Dublin. 
The table below shows all the fifteen attributes in relation to how they scored 
on the Dublin region. Landscape and countryside, attribute number 1, was the most 
important to German tourists travelling to Dublin city and county. This is unusual for 
a city to score best on this attribute, but landscape can mean anything from scenery in 
the countryside to the panorama. This could relate to anything from Grafton Street, 
Trinity College, St. Stephen' s Green, the Grand Canal, to Killiney Head, 
Dunlaoighre, Malahide, or Howth, all of which are beautifuL 
The least favoured attribute was sports activities . This is represented by a 
score of3 . 7362. Dublin does not have a reputation for sports activities, but 
perceptions of this will change after the weekend of 'Le Tour de France' , 10th-12th 
of July. Dublin also possesses good golf links, for example at Portmarnock and 
Malahide, and a tennis clubs around the city. Maybe if these were better highlighted 
in promotions the perception of Dublin as not being a place where you would go to 
take part in sports activities, could change. 
Finally for branding reasons the first five attributes will be chosen to represent 
Dublin, and these are indicated by numbers ,.'. These are, I) Landscape and 
Countryside, 2) Friendly People, 3) Contact with the Irish, 4) Music and Art, and 
finally, 5) Rest and Relaxation. All fifteen attributes can be seen below. 
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Table 4. 9d.: Importance Mean Scores for Dublin 
Importance Mean Score 
Landscape & Countryside 
Weather & Climate 
History & Culture 
Special Interests & Hobbies 
Friendly People 
Contact with the Irish 
Sporting Activities 
Study! Learn a Language 
Rest & Relaxation 
Music & Art 
Shopping 
Accommodation 
Food & Drink 
Value for Money 
Accessibility 
Total Regional Mean Score 
4 
3.5 
3 
~ 2.5 0 
u 
rn 2 <: 
.. 
Dublin 
1.42861 
3.4234 
3.3719 
3.3346 
1.98842 
2.22653 
3.7362 
3.3088 
2.6319' 
2.60234 
3.7348 
3.1441 
3.0734 
3.5353 
3.5418 
3.005467 
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Figure 4 - 9f.: Dublin attributes 1- 15 mean scores 
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4. 9. 3. The West 
With the breathtaking scenery of Connemara as the main attraction, the area 
does not have the human-made attractions that draw the high numbers achieved in 
other regions, (Bord FaiIte, 1994). German tourists saw this region as second 
favourite of all the eight regions in Ireland. It was the 'breathtaking scenery' ofthe 
Connemara National Park, Lough Kee Forest Park and the Ceide Fields which are the 
main attractions in the West and those which gained the most important ranking in 
the list of fifteen attributes below. 
Table 4 - ge.: Importance Mean Scores for the West 
Landscape & Countryside 
Weather & Climate 
History & Culture 
Special Interests & Hobbies 
Friendly People 
Contact with the Irish 
Sporting Activities 
Study/ Learn a Language 
Rest & Relaxation 
Music & Art 
Shopping 
Accommodation 
Food & Drink 
Value for Money 
Accessibility 
Total Regional Mean Score 
Importance Mean Score 
1.3146' 
3.394 
2.3874' 
3.4603 
1.96852 
2.21363 
3.7732 
3.3725 
2.5662 
2.4934' 
3.8344 
3.1689 
3.1291 
3.6258 
3.6175 
2.9546267 
As can be seen from the above factors, shopping was again the least favoured 
of all attributes. Similar to the Shannon region, the West relies heavily on its 
remoteness and natural landscapes and attractions to entice visitors to the region and 
therefore shopping would not be promoted as heavily in tourism visual or print 
publicity. 
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The region's greatest attractions, the scenery and the people have also been 
indicated as the most important factors to German tourists. These along with the 
history and culture and music and art, classifY the first five most important attributes 
to the German tourists, and hence reveal the brand type for the region. These are 
indicated by the numbers (·S above, and can be seen illustrated 
below. 
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Figure 4 - 9g.: West attributes 1- 15 mean scores 
4. 9. 4. Soutb West Region 
This region ranked third favourite overall. With traditional tourist areas such 
as Killarney's lakes and mountains, Dingle's Dolphin, Cork city's jazz, and the fishing 
villages of Cobh, Y oghal it is not surprising. These are all heavily promoted through 
Bord Failte and the South West regional tourist boards. The individual tourist towns 
also have their own tourism promotions units and attract many tourists every year 
through their efforts In the previous section on this region it was found that the 
majority of German tourists travelled with company, and yet again this will have an 
effect on the choice of the area, as there will be extra influence over its selection. 
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Table 4 - 9f.: Importance Mean Scores for the South West. 
Landscape & Countryside 
Weather & Climate 
History & Culture 
Special Interests & Hobbies 
Friendly People 
Contact with the Irish 
Sporting Activities 
Studyl Learn a Language 
Rest & Relaxation 
Music & Art 
Shopping 
Accommodation 
Food & Drink 
Value for Money 
Accessibility 
Total Regional Mean Score 
Importance Mean Score 
1.33731 
3.403 
2.41654 
3.4266 
1.95622 
2.21593 
3.6981 
3.4148 
3.5919 
3.5868 
3.8836 
30809 
3.0742' 
3.5582 
3.6206 
3.0843067 
The table above gives all fifteen attributes and their individual mean 
importance scores. The most favoured and least favoured attributes are highlighted. 
Like previous regions, landscape and countryside was favoured the most. This was 
expected as areas like Kenmare, Killarney, Yoghal, Cobh, . are all beautiful districts, 
who's scenic beauty is employed heavily in Bard Failte and other promotions for this 
region Shopping was again, not important to German tourists before coming to 
Ireland. 
The five most important attributes to the South West will be used as part of 
branding the region. These are indicated by the numbers 1·5 in the table above. They 
are, 1) Landscape and Countryside, 2) Friendly People, 3) Contact with the Irish, 
4) History and Culture, and 5) Food and Drink. These are illustrated below with the 
other ten factors. 
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Figure 4 - 9h.: South West attributes 1- 15 mean scores 
4. 9. 5. Shannon Region 
The Shannon region ranked fourth overall. This region was also favoured for 
short breaks, and the tourists who traveUed here came in groups of two or more. As 
was detected in the earlier sections no causal relationship was found between the time 
spent in the Shannon region and the difference between the age groups of tourists_ 
The following fifteen attributes have been listed below and their mean importance 
scores given, to show each attributes relative importance. 
Landscape and countryside ranked most important with shopping least 
favoured of all attributes when selecting the Shannon region. This is not surprising as 
the Shannon region relies heavily on its natural environment to attract visitors to this 
area. These natural attractions include the Cliffs of Moher, the Burren, Ailwee caves, 
the Atlantic coastline, the Golden Vale, Ballyhoura, and of course the Shannon river 
which divides Clare from the rest of the region. Limerick city is in fact the main 
accommodation centre near to the international gateway at Shannon airport, which is 
a major shopping centre in its own right. The following five factors were chosen as a 
brand for the Shannon. I) Landscape and Countryside, 2) Friendly People, 3) 
Contact with the Irish, 4) History and Culture, and, 5) Rest and Relaxation. 
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Table 4 - 9g.: Importance Mean Scores for the Shannon Region 
Importance Mean Score 
Landscape & Countryside 
Weather & Climate 
History & Culture 
Special Interests & Hobbies 
Friendly People 
Contact with the Irish 
Sporting Activities 
Study! Learn a Language 
Rest & Relaxation 
Music & Art 
Shopping 
Accommodation 
Food & Drink 
Value for Money 
Accessibility 
Total Regional Mean Score 
Shannon 
1.30541 
3.3975 
2.3808' 
3.4686 
1.9772 
2.2929' 
3.7678 
3.4603 
2.6046' 
2.6402 
3.8536 
3.1464 
3.1339 
3 .659 
3.6841 
2.9848067 
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Figure 4 - 9i.: Shannon attributes 1- 15 mean scores 
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4. 9. 6. South East Region 
This was hoped to be a popular area with tourists coming from the continent, 
but numbers using the ferries were down in 1997. This should not affect results for 
the South East mean scores as calculations are only based on those that travelled to 
this region. As was revealed in the earlier sections on the South East, it was found 
that the majority of tourists travelled in a group of two or more, indicating another 
person's influence on the choice of holiday. It was also discovered that importance 
of weather and climate did not have a causal relationship with the selection of this 
regIOn. 
The other attributes that were considered when choosing to travel to the 
South East each had an effect on its selection, but some were more important than 
others. The table below shows that again the landscape and countryside was 
favoured when deciding to travel to the South East with shopping the least 
important For those who are familiar with the South East, there is some spectacular 
scenery and countryside and it is not surprising that this is highlighted in brochures 
and promotional literature. Tourists who have been here before will remember and 
those travelling here for the first time will be impressed. 
Also it is not surprising that shopping was not rated favourable as this region 
is mainly made up of small towns and villages, except for Wicklow, Wexford and 
Waterford, but the emphasis would have been on culture and heritage in marketing 
and not necessarily the variety of shops available. 
The first five attributes which were most important when selecting the South 
East are 1) Landscape and Countryside, 2) Friendly People, 3) Contact with the 
Irish, 4) History and Culture, and finally, 5) Music and Art. These are indicated by 
numbers '.5, and can be seen illustrated with the other ten factors below. These same 
five attributes rated the best when mean scores for satisfaction levels were calculated 
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Table 4 - 9h.: Importance Mean Scores for the South East. 
Importance Mean Score 
Landscape & Countryside 
Weather & Climate 
History & Culture 
Special Interests & Hobbies 
Friendly People 
Contact with the Irish 
Sporting Activities 
Study! Learn a Language 
Rest & Relaxation 
Music & Art 
Shopping 
Accommodation 
Food & Drink 
Value for Money 
Accessibility 
Total Regional Mean Score 
4 
3.5 
3 
~ 2.5 
o 
u 
CI) 2 
c 
" 
South East 
~ 1.5 -------- -- - -- -- -- - - --------
1.3489' 
3.4313 
2.26924 
3.3846 
1.8929' 
2.17583 
3.8462 
3.4396 
2.6621 
2.511' 
3.8544 
3.0769 
30659 
3.5357 
3.6456 
2.942673 
1 --- -- -- - - •• -••• -- ---- ---- ---- ---. - - --- - -- ... ------------- -
0.5 ----------- --- ----- ---------- - -- ---- ------------- - - -- - ~ 
2 3 4 5 6 7 8 9 10 11 12 13 14 15 
Attributes 
Figure 4 - 9j.: South East attributes I· 15 mean scores 
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4.9.7. North West Region 
This regions popularity has been hindered by its perceived remoteness. This 
is worsened by poor road conditions and inferior rail and bus services. Its proximity 
to the ' troubles' in the North may also have a bearing on its unpopularity . 
Approximately 29% of German tourists did venture up to this ' remote' region for a 
holiday, so what attributes did they favour when choosing the North West As can be 
seen from the table below, and as indicated 'by the numbers 1.5, the areas favoured 
attributes when deciding to ,travel here were, I) Landscape and Countryside, 2) 
Friendly People, 3) Contact with the Irish, 4) History and Culture, and, 5) Rest and 
Relaxation .• 
Table '* -9i.: Importance Mean Scores for the North West. 
Landscape & Countryside 
Weather & C1.iroate 
History & Culture 
Special Interests & Hobbies 
Friendly People 
Contact with the Irish 
Sporting Activities 
Study! Learn a Language 
Rest & Relaxation 
Music &Art 
Shopping 
Accommodation 
Food & Drink 
Value for Money 
Accessibility 
Tota~ Regional Mean Score 
Importance Mean Score 
1.3826' 
3.396 
2 .36914 
3.4899 
1.87581 
2.1409' 
3.8322 
3.3255 
2.547' 
2.5671 
3.7752 
3.0638 
3 .0168 
3.5738 
3.5369 
2.9261733 
The main tourist attractions in tbe region are national parks and forest parks, 
which would support the importance of landscape and countryside to the German 
tourists, as these attractions are promoted more than others and, consequently they 
are more important to the incoming tourists. 
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Its 'perceived remoteness' in this instance has gone in its favour as German 
tourists have rated rest and relaxation as being fifth overall attribute. There is little 
difference among the other top three factors of this region and the previous regions. 
The North West's important attributes can be seen below. 
North West 
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Figure 4 - 9k. : North West Attributes 1- 15 mean scores 
4. 9. 8. Midlands East Region 
This region only ranked above Northern Ireland on popularity. As it is the 
central region between the East and the West and the North and the South ofIreland 
it was presumed that most tourists who would have visited this region would be of a 
transient nature staying for very little time. This was seen in the earlier sections on 
the Midlands where it was noted that of the 16.7% (173) of tourist who visited the 
region, 12.3% (127) stayed between 1- 3 nights. 
The regions main attractions are in fact steeped in the history of Ireland. For 
example, Nowth, Dowth and Newgrange, all prehistoric burial mounds and tombs of 
the high kings of ancient Ireland. The Hill of Tara, in Meath, the ancient throne of 
the High King of Leinster where Saint Patrick is reputed to have lit the Pascal fire at 
Easter, trying to convert the pagans of Leinster to Christianity. Or Glendalough in 
Wicklow, the 'valley of the two lakes ', where Saint Kevin established a monastery 
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and place of worship of nature and God. All of these are situated in immense 
beautiful landscape and scenery and these attractions draw many visitors every year. 
In the present research these two factors, landscape and countryside, and 
history and culture, are first and fourth most important attributes when selecting this 
region. The others are, 2) Friendly People, 3) Contact with the Irish, and 5) Rest 
and Relaxation. Again little difference between these and the previous regions top 
five factors . these can be seen table below and illustrated in the subsequent diagram. 
Table 4. 5. 9. k.: Importance Mean Scores for tbe Midlands East 
Importance Mean Score 
Landscape & Countryside 1.4104' 
Weather & Climate 3.3815 
History & Culture 2.3815' 
Special Interests & Hobbies 3.3642 
Friendly People 1.924'1' 
CODtact with the Irish 2.0809' 
Sporting Activities 3.815 
Study! Learn a Language 3.4682 
Rest & Relaxation 2.58385 
Music & Art 2.6879 
Shopping 3.896 
Accommodation 2.896 
Food & Drink 2.9884 
Value for Money 3.5896 
Accessibility 3.6705 
Total Regional Mean Score 2.9425867 
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Figure 4 - 91.: Midlands East attributes 1- 15 mean scores 
4. 9. 9. Northern Ireland 
Northern Ireland, the least popular of all eight regions, could be as a result of 
the perceived 'troubles' in the North. It also has to be remembered that research did 
not take place in the North, and consequently would have a bearing on the numbers 
travelling there. This will not effect the individual attributes mean importance scores. 
Cross border co-operation between the Northern Ireland Tourism Board and 
Bord Failte has meant that in recent years, joint marketing ofIreland as a destination 
abroad, with the assistance of the International Fund for Ireland and the development 
of a joint information and reservation system, has been made possible resulting with 
improved tourism trading for the North ofIreiand. However, Northern Ireland has 
been severely impeded by the violence, which has also adversely affected the industry 
in the South, an example of which could be the stand off at Drumcree, which is 
becoming an annual occurrence, and retaliation by the opposing sides. 
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In the last few years there have been peace talks which only this year came to 
a conclusion with proposals for an Assembly to be established, which would deal 
with decisions about the administration of Northern Ireland, controversial parades, 
and cross border relations, and which would sit in Northern Ireland at Stormount. 
This is hoped to improve the tourism situation in both Northern Ireland and the 
South in the future . Following research on this region' s attributes was found that 
landscape and countryside again was favoured the most with accessibility ranking 
fifteenth, last . With the introduction of a new intercity train this should improve the 
perceived inaccessibility of this region. 
Table 4 - 9k.: Importance Mean Scores for Northern Ireland 
Importance Mean Score 
Landscape & Countryside 
Weather & Climate 
History & Culture 
Special Interests & Hobbies 
Friendly People 
Contact with the Irish 
Sporting Activities 
Study/ Learn a Language 
Rest & Relaxation 
Music & Art 
Shopping 
Accommodation 
Food & Drink 
Value for Money 
Accessibility 
Total Regional Mean Score 
1.3821' 
3.374 
2.3415' 
3.439 
1.9756' 
22358' 
3.6829 
3.187 
2.7317 
2.68295 
3.7642 
3.3333 
3.1545 
3.6585 
3.878 
3.988067 
The following five attributes were found to be favoured the most and will 
therefore be used for branding this region. I) Landscape and Countryside, 2) 
Friendly People, 3) Contact with the Irish, 4) History and Culture, and, 5) Music 
and Art. These can be seen illustrated below. 
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Northern Ireland 
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Figure 4 - 9m.: Northern Ireland attributes 1- 15 mean scores 
4.9. 10. Regional Satisfaction Mean Scores 
Everyone enters into situations with certain expectations. This has been 
discussed in the above section by referring to the importance of each of the fifteen 
attributes, based on their motives, in relation to the whole of Ireland and then to each 
individual region. The importance is relating to the German tourists' perception of 
the region prior to their holiday and his or her expectations of what they might find at 
the destination. The desired outcome is that each German tourist will return to 
Germany satisfied. Satisfaction is post consumption evaluation that a chosen 
alternative at least meets or exceeds expectations, (Engel et ai, 1990). In earlier 
segment this was discussed in relation to each individual attribute on Ireland in 
general. The next section will take a brieflook at all the fifteen attributes in relation 
to each of the regions. This is represented in the table below. 
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Table 4 - 91.; Regional Satisfaction Mean Scores 
Dublin South South Shannon West North Midland North 
East West West Ireland 
Landscape & 1.3655' 1.305' 1.295' 1.3013 ' 1.343 ' 1.2752' 1.341' 
Countryside 
Weather & 2.973 2.9066 2.9578 3.0586 2.992 2.7114 2.8671 
Climate 
History & 2.13774 2.0989' 2.21084 2.159' 2.164' 2.09734 2.0809' 
Culture 
Special Interests 2.7104 2.6374 2.7352 2.751 2.7815 2.7047 2.6821 
& Hobbies 
Friendly People 1.6396' 1.6538' 1.6273' 1.6297' 1.669' 1.57052 1.6069' 
Contact with the 2.0283' 2.0549' 2.0371' 2.(1983' 2.1' 1.9765' 1.8786' 
Irish 
Sports Activities 2.8494 2.8984 2.828 2.8619 2.8808 2.906 3.0058 
Study/ Learn a 2.6319 2.6291 2.661 2.7343 2.6722 2.6745 2.6821 
language 
Rest & 2.3398 2.3846 2.3272 2.3326 2.3079 2.2181 2.3179 
Relaxation 
Music&An 2.2574' 2.1896' 2.258' 2.3243' 2.21' 2.1846' 2.3006 
Shopping 2.8327 2.8489 2.9039 2.9 1 2.9272 2.8557 3.0462 
Accommodation 2.4672 2.4423 2.4081 2.477 2.4834 2.3389 2.2601 ' 
Food & Drink 2.6358 2.6044 2.6391 2.6715 2.6556 2.5302 2.5896 
Value for Money 3.7259 3.7005 3.7218 3.8515 3.7517 3.5705 3.7572 
Accessibility 2.7194 2.783 2.801 2.71\3 2.7533 2.67 11 2.6705 
Total mean 2.4876 2.4758 2.4941 2.5248 2.5109 2.4190 2.47244 
As can be seen by the highlighted areas, and also indicated by the numbers 1-
5, these five attributes obtained the best satisfaction scores for each of the regions 
respectively. All regions have the same first four satisfied attributes, which are, 1) 
landscape and countryside, 2) friendly people, 3) contact with the Irish, and 4) 
history and culture. The only difference on the fifth satisfied attribute is in the 
Midlands where accommodation is ranked fifth above music and art, which is in fact 
ranked fifth in all other seven regions, and accommodation is ranked seventh. 
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\.2683' 
2.7561 
2.1382' 
2.6098 
1.6341' 
1.8699' 
2.748 
2.561 
2.4065 
2.1626' 
2.8699 
2.4715 
2.5203 
3.5854 
2.7236 
2.33713 
Between the five attributes that were ranked important in each region and 
those five that were best satisfied, a combination of these ten attributes could go 
towards a new brand for each region in ueland for differentiating purposes during 
marketing. There is little difference among those attributes which were important in 
each region. This is true for the top three attributes, but if all attributes were 
considered the differences would then be more distinct. Major differences among the 
satisfied attributes are only obvious in the Midlands East region 
As Ireland is a relatively small island and destination, differences among the 
regions were not expected to be phenomenal, although present, as most of the tourist 
were of a transient nature. If this research was to be conducted on a different 
country, such as England, or even Germany itself, differences would then be more 
obvious between the different attributes chosen for that country, and subsequently for 
each region within the country, as they both are larger countries with vast differences 
between their respective regions. This is yet to be proven and could be a case for 
future research. 
The next section, having distinguished between important attributes and 
satisfied attributes for Ireland and per region, is to determine of those tourists who 
were satisfied in general, how many claim they will return to Ireland for a holiday in 
the future. Also of those who will, to assess what influences their return. 
233 
Section 1 .Section 2 .Section 3 .Section 4 • Section 5 • Section 6 .Section 7 
• Section 8. Section 9. Possible Repeat Purchase ~ Section 11 
4.10. Possible Repeat Purchase and Consumption of Future Holidays 
As the research was conducted at the postpurchase evaluative stage, the most 
important assurance one desires from German tourists after distinguishing between 
the important and satisfied attributes per region is whether they will return to Ireland 
for a holiday in the future. 
Table 4 - lOa.: Return Visit? 
Return? 
Yes 
No 
Total 
Valid cases 1035 
Frequency 
996 
39 
1035 
Percent 
96.2 
3.8 
1000 
Missing cases 0 Mean 
Cum Percent 
96.2 
100.0 
l.038 
The above table reflects a general overall satisfaction with the Irish tourism 
product as 96.2% of tourists interviewed said they would return to Ireland at some 
stage in the future. Only 3.8% expressed they would not come back again. This was 
because of poor value for money, but others said they had been here already more 
than once and want to go somewhere different in the future! 
Crosstabulations of the variable 'Return', (Question thirteen), with the 
following variable was found to have a relationship or influence on each other: 
Satisfaction with Shopping. 
Table 4 - lOb. : Return by Satisfaction with Shopping 
Yes 
No 
Column 
Total 
Chi-Square 
Pearson 
Count 
Row 0/0 
Count 
Row 0/0 
Completely 
Satisfied 
85 
8.5 
2 
5.1 
87 
8.4 
Value 
37.07416 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
Very 
Satisfied 
253 
25.4 
2 
5.1 
255 
24.6 
234 
Neutral 
484 
48.6 
14 
35.9 
498 
48.1 
DF 
4 
Not Very Not at all 
Satisfied Satisfied 
126 
12.7 
13 
33.3 
139 
13.4 
48 
4.8 
8 
20.5 
56 
5.4 
Significance 
000000 
2.110 
2 of 10 (20.0%) 
Row Total 
996 
96.2 
39 
3.8 
1035 
100.0 
One of the reasons this variable, satisfaction with shopping, was chosen to 
illustrate the relationship with retUl1l, was because in the previous results it was found 
to be the least important attribute when selecting Ireland as a holiday destination. 
Upon reflection it has a strong relationship with the event of returning to 
Ireland for a future holiday. This could be due to the fact that when tourists were 
asked to indicate their level of satisfaction with shopping, the majority oftourists 
were either Very Satisfied, (2), or Neither Satisfied or Dissatisfied (3), resulting in a 
mean score of2.828019 for the whole of Ireland. 
120 
100 
80 
60 
40 
20 
% 0 
Ye s No 
. C omplet ely sati s fi ed 
. Ve rv s ati s fied 
-N e ith e r s atisfied or 
d is s atisfied 
_N ot very s ati s fi ed 
N ot at all sa ti ~ ficd 
Would y o u return to Ireland for a holida y in the future ? 
Figure 4 - lOa.: Return by Satisfaction with Shopping 
Other crosstabulations were applied to the variable 'Return', however they 
were found not to have a relationship or influence on one another and were therefore 
disregarded. An example can be seen below: 
Table 4 -IOc. Return by Importance of Value for Money 
Extremely Very 
Imoortant Important 
Count 26 141 
Yes Row 0/0 2.6 14.2 
Count 1 6 
No Row % 2.6 15.4 
Column 27 147 
Total 2.6 14.2 
Chi-Square Value 
Pearson 4.23314 
Minimum Expected Frequency 
Cells with Expected Frequency < 5 
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I Somewhat 
Important 
352 
35.3 
8 
20.5 
360 
34.8 
DF 
4 
Not Very Not at all 
Important Important 
251 
25.2 
14 
35.9 
265 
25 .6 
226 
22 .7 
10 
25.6 
236 
22.8 
Significance 
0.37537 
1.017 
1 of 10 (10.0%) 
Row Tot 
996 
96.2 
39 
3.8 
1035 
100.0 
As can be seen from the above analysis, the Pearson significance level is more 
than 0.05, and can therefore be established as having no relationship with the variable 
return. This could be due to the fact that a very smaU percentage of tourists 
considered ' Value for Money' as an important variable when selecting Ireland as a 
tourist destination. This attribute would have little or no influence on a tourist return 
to Ireland for a future holiday. 
4. 10. 1. Summary of Possible Repeat Purchase and Consumption of Future 
Holidays 
This section is very important to marketers of the tourism product. It is the 
potential repeat business, plus the possibility that these tourists would market Ireland 
favourably abroad. This is the essence of providing a good tourist experience while 
on holiday in Ireland. Both shopping and value for money should be reviewed in the 
case of possible return business. 
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4. 11. Conclusion 
Destination Attractiveness 
The main objective of this research was to determine the factors or criteria that 
influences a tourist's choice of travel destination. Destination attractiveness is a 
combination of the 'relative importance of individual benefits and the perceived 
ability of the destination to deliver individual benefits'. (Mayo and Jarvis, 1981). It 
also reflects the feelings, beliefs and perceptions an individual has about a 
destinations ability to provide satisfaction in relation to his or her initial holiday 
motives, (Hu and Ritchie, 1993). Using the case of German tourists visiting Ireland 
as a tourist destination, the study examined the relative importance of tourists 
attributes in contributing to the attractiveness of a travel destination. 
German Economy 
In the last few years Germany had entered a period of economic uncertainty after 
many years of continuing growth and rising prosperity. A general global downturn, 
rising unemployment, government spending cuts and the ongoing need for state 
subsidies for Eastern Germany had depressed the countries economic prospects. 
While consumers enjoy living standards which are very high in European terms, 
disposable income has fallen and there are clear indicators that spending is being 
restricted, partly in fear of potential loss of jobs, (Needham, 1996). In 1996 the 
proportion of the German population taking a holiday away lasting five days or 
longer fell from 78% to 72%, (Lettl-Schroder, 1998). This alone would have had a 
major influence on the type of holiday taken and destinations selected prior to 
conducting the research in 1997, and must remain constant in memory when looking 
at the above results. 
Despite the downward trend in 1996 "holiday intensity" among the Germans 
remains high. A holiday remains virtually indispensable for large sections of the 
population, restraint only being exercised as their finances compel them, resulting in 
shorter holidays, simpler hotels, and lower spending at the destination, (Lettl-
Schroder, 1998). This may be one of the reasons why on a general level value for 
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money was the least satisfied attribute of all fifteen, as the tourists expected to get 
more return for their Marks, although still suffering from an economic downturn. It 
could also be the main reason why shopping was rated the least important of all 
fifteen factors as the German tourist is expected to have a lower spending power 
while at the destination. 
Mode of Transport 
Lettl-Schroder's study (1998) saw an expected fall in the number of holidays 
based on land transport, with some increases for packages by air. Figures obtained 
during research at the airports and also at the ferry port support this. It would also 
reflect the results obtained for those tourists travelling by bicycle, motorbike, 
walking, campervans etc, as most of these types of tourists would be travelling 
through the continent and then by ferry to Ireland. 
Tourism Product Usage 
Lettl-Schroder, (1998) also noted in her study on 'Germany Outbound ' that when 
Germans take holidays abroad, these mainly consist of beach holiday and holidays for 
relaxation, (especially in the short haul market). Visiting friends and relatives (VFR) 
is also a significant segment of the German holiday market, as is self catering 
holidays, city breaks, holiday villas and winter holidays. When considering these 
aspects of the German tourists abroad in relation to the results of the present study, 
rest and relaxation is one of the top most important attributes when selecting Ireland 
as their holiday destination as was the idea of visiting friends and relatives. Pleasure 
holidays and city breaks also played an important part in the selection of Ireland. 
The length of German tourist's holiday abroad to Europe are on average 
away for two weeks, (Lettl-Schroder, 1998), and this can be seen in the results of this 
study where the majority of German tourists were here for 7 or more days. 
With facts like these and with the results from the study indicating a 
favourable return of a tourist market from Germany in the future Ireland should 
continue to strive for a growing share of Germanys tourism outbound market. To 
guarantee this, one of the most pressing items on the marketing program is the 
generation of a recognisable brand for Ireland, and possibly the regions within 
Ireland. 
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Brand Attributes 
The 21 st century will be an intense time of marketing rivalry between competing 
tourism destinations, and consequently marketing experts speak of an urgent need to 
position Ireland clearly in the travellers' mind as a worthwhile place to go. Branding 
using strong instantly recognisable symbols and evocative imagery, is a critical 
priority if we are to organise promotions effectively. (Bord Failte, 1997). 
This is why factors important to tourists in the selection ofIreland as a 
destination is significant to understand what is perceived as a ' benefit' to them when 
going to a certain place or region, and also what they deem as a recognisable symbol. 
It was also determined which factors were most important and then if there was any 
significant deviance from their importance rating and their satisfaction ratings. 
After concluding the analysis stage of this research, it has been discovered 
that for Ireland as a destination, the following five attributes were found to be 
significant in its selection as a holiday destination: 
1. Landscape and Countryside 
2. Friendly People 
3. Contact with the Irish 
4. History and Culture 
5. Rest and Relaxation 
However differences were present when selecting the different regions within 
Ireland as separate holiday destinations the following were found to be significant for 
each region respectively. 
Landscape and countryside, friendly people and contact with the Irish were 
deemed the top three important attributes for all eight regions in Ireland. Differences 
only occur at the fourth and fifth attribute. As with Ireland above, the fourth 
important attribute for all regions except Dublin, was history and culture. Music and 
art was considered more important in Dublin. On the fifth attribute, rest and 
relaxation, only Dublin, Shannon, The North West and the Midlands East were alike 
Ireland. The South East, the West, and the North agreed on Music and Art, with 
only the South West favouring food and drink. 
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These are compared to the top five main motivations for choice of holiday 
destination, found in the OTMI's research findings, of : 
I . Landscape and Countryside; 
2. General Interest; 
3. Been to the destination before; 
4. Weather and Climate; 
5. Visiting friends and relatives. 
Of course there will be differences among the results obtained as they were 
two different surveys, but it is important to note that the most important attribute to 
Ireland, both before coming on holiday and upon reflection after experiencing the 
holiday, is its beautiful landscapes and scenery. 
As this chapter has analysed the factors which would have an influence on an 
individual when going on holiday, and the attributes that individual deems important 
to them when selecting the holiday destination, the following chapter concludes the 
research by utilising these results and findings into determining a promotional 
strategy for Ireland Holidays abroad. 
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4. 11. 1. Summary 
Demographics: 
• Ofthe tourists who travelled to Ireland 42.8% were male and 57.2% were female; 
• there was a relationship between 'Gender' and the number of nights spent in the 
Midlands, but no relationship with the number of nights spent in the West; 
• 81.8% were between 15 and 44 years of age with the remaining 18.2% above 45; 
• Age had an influence over the use of a bicycle, but no relationship with returning 
for a holiday in the future; 
• Most tourists travelled with one or more other travellers, although more male 
tourists (56.3%) travelled alone than did female tourists (43 .7%); 
Tourism Product Usage: 
• As was expected tourists mainly came to Ireland for a holiday (79.9%), which had 
a significant relationship with whether they had been here or not before; 
• The majority of tourists were here for their first holiday, only 32% were here 
before, with 67.5% indicating satisfaction with rest and relaxation. Of those 
tourists who were on their first holiday to Ireland 55% indicated satisfaction. This 
shows a slight variation betweeen those who have experience of Ireland and those 
who are naive; 
• 73 .2% of those tourists who had visited Ireland before were here between one and 
three times, with a further 15.1% having visited between four and eight times. 
However this variable when compared with others was not found to have had a 
significant relationship; 
• The majority of tourists (93 .2%) spent 7 or more nights in Ireland on this visit. 
However taking a closer and regional analysis these tourists were found to be of a 
migrant nature with the most popular length of stay in most of the regions being of 
between one and three nights, indicating a growing trend towards shorter stays . 
Modes of Transport Used: 
• The most used form of transport when in Ireland was not surprisingly public 
transport as the majority of tourists when travelling within Ireland will use a form 
of public transport be it bus, rail, or taxi; 
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• Public transport also had a significant relationship with those tourists travelling to 
the West, which is understandable because one would have to use either a bus or 
train to get to the West, if ones own transport was not available; 
• Other forms of transport used were, private coach hire (172%), hire car (39.1%), 
own! friends car (13.4%), motorbike (1.4%), bicycle (8 .6%), campervan (0.3%), 
Shannon cruiser (1%), walking! hitchhiking (1.2%); 
• Hire car users and those tourists travelling to Dublin were found to have a 
significant relationship, with 75% of users having travelled to Dublin; 
• 62% of Private coach users were found to have a significant relationship with 
ahving travelled to the west; 
• There was found to be little relationship with the modes of transport with little 
utilisation, with the other variables; 
Geographical Dispersion of Tourists in Ireland: 
• The most popular regions were as follows, (listed in order 1- 8): 
1. Dublin (city and county), 75% (777) of all German tourists. 52.1 % (539) stayed 
for three nights or less. A significant proportion of tourists also travelled in a 
group of two or more when they visited Dublin. 
2. The West, 58% (604) of sample. 34.4% (356) stayed for three nights or less. 
More tourists travelled in groups of two or more when they went to the West; 
3. The South West, 57% (593) of sample. 24% (248) stayed for three nights or less. 
4. The Shannon region, 46% (478) with 30.9% (320) stayed for three nights or less; 
5. The South East, 35% (364). 26.6% (275) stayed for three nights or less; 
6. The North West, 29% (298). 18% (186) staying for three nights or less; 
7. Midlands East, 17% (173) with 12.3% (127) staying for three nights or less; 
8. Northern Ireland, 12% (123), with 6.9"10 (71) staying for three nights or less. 
The majority of tourists travelled in groups of two or more and this had a 
significant relationship with all of the first six regions visited. Having visited Ireland 
before was significant when selecting the Midlands as a destination, indicating 
experience of this region was important. Whereas public transport was significant 
when travelling to the North. 
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Geographical Origin of Tourists: 
• Over 68% of German tourists originated from the first four regions listed, 
Nordrhein- Westfalen, Hessen, Bayern and Baden- Wurttemberg, which also 
indicates the location of the major airports in Germany; when this variable was 
related to those tourists who travelled by hire car, again the majority of toursits 
came from Bayern and Baden- Wurttemberg (30.9%/125), and a further 39.3%1 
159) from Nordrhein- Westfalen and Hessen. These regions are located in the 
south and east of Germany, and also near the main airports, which could be a 
significant deciding factor for those using a hire car. 
Media Exposure and Other Influences: 
• The most influencing information on selecting Ireland was found to be advise from 
friends and relatives, (51.5%), with experience coming in second, (28.4%); Again 
when selecting the Shannon region as a destination advise from friends and 
relatives came in top with 56.1 %. 
Attribute Ratings: 
• Brand attributes for Ireland and the eight regions within Ireland were determined 
depending on their importance to the tourists in their selection of a destination. 
Satisfaction ratings were also calculated. 
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Table 4 - 11: Important Attribute Ratings 
I Ireland Landscape & Friendly Contact with History & Rest and 
Countryside People the Irish Culture Relaxation 
Dublin As above As above As above Music and Rest and 
Art Relaxation 
South East As above As abovc As above History & Music and Art 
Culture 
South As above As above As above As above Food and Drink 
west 
Shannon As above As above As above As above Rest and 
Relaxation 
The We.t As above As above As above As above Music and Art 
North As above As above As above As above Rest and 
West Relaxation 
Midlands As above As above As above As above Rest and 
East Rela.xation 
Northern As above As above As above As above Music and Art. 
Ireland 
Possible Repeat Purchase: 
• 96.2% of Gennan tourists indicated they would return to Ireland for a holiday in 
the future, which is a large figure considering the total sample size. Surprisingly 
there was a significant relationship between returning in the future with shopping 
found when the tourists reached the destination, as this was least important 
attribute when selecting Ireland. 
The following chapter will draw from these results and findings as a basis for 
fonnulating strategies for the future of Irelands tourism industry. 
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Chapter Five 
Strategy for the Future 
5. 1. Introduction 
The development potential of travel and tourism in the late 1990's and into 
the new millennium offers significant opportunities for the Irish tourism industry. 
Ireland' s natural, economic and human resources make possible substantial strides in 
the years ahead. (ITIC, 1998). To enable these 'substantial strides' to develop 
marketing strategies for tourism must be conceived, developed for implementation, 
and finally realised. 
Choosing a marketing strategy is knowing the options that are available, and 
based on the information you have, selecting the one that will best suit your situation. 
Mintzberg reports that strategy formulation and implementation should represent a 
continuous process, (Mintzberg, 1990; Porter, 1991 ; Mintzberg, 1994). 
As a guide to the best strategic solution to choose, always begin with a 
market, select a product or service so that it will satisfY those markets' requirements. 
Ensure the place is right for the product and price, that it offers value for money, 
position it to appeal to the perceptions the market holds, and then promote it. 
(Wearne, 1994). This is important when high costs in foreign markets and limited 
budgets are prohibiting factors. (papadopoulos, 1987). 
Building and sustaining competitive advantage for the tourism product are 
continuous tasks throughout its life cycle as the environment and competitors evolve 
and as new markets are entered and developed. A competitive advantage is based on 
an attribute or combination of attributes of the product or service which the 
consumer values more than competitors. (Bradley, 1991 ; Gilbert, 1985). Evans, Fox 
and Johnson (1995) and Goodall and Ashworth, (1990) advise that destinations or 
countries must discover their distinct advantages over other destinations and build 
their strategies around these qualifications. Chon and Olsen (1990) and Faulkner 
(1997), suggest the tourism industry adopt new and more innovative techniques for 
the formulation, implementation and evaluation of strategic plans, in order to gain 
competitive advantage. 
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5. 1. 1. Analysis ofIrish Tourism 
An evaluation of a destination or country can ftIter out its strengths which are 
valuable to developing a competitive strategy for that destinations brand image. 
These strengths of may be classified as generic or key strengths. Generic strengths 
are those which will be common to most of the competitors destinations which are 
generally viewed by the potential tourist as alternative choices to the destination in 
question. 
Bord Failte (1994) found the generic strengths, also common our 
competitors, viewed by the consumer as alternatives to Ireland are as follows: 
• Beautiful scenery, 
• Easy and relaxed pace oflife, 
• Interesting history and culture, 
• Lack of mass tourism, 
• Good availability of outdoor sports, 
• Conviviality and informality. 
Key strengths can be identified as those strengths which provide comparative 
advantage in specific markets, and are considered to be more valuable in the 
development of a destination brand. In Ireland these are: 
• Friendly people, 
• Untainted natural environment, 
• Ancestral home to 70m world-wide, 
• English speaking. 
The latter strengths are strategically more important as they contribute to 
differentiating the country from our closest competitors, (Bord Failte, 1994). 
Other strengths and weaknesses found through this research are: 
Strengths: 
• The scenery, landscape and countryside; 
• Hospitable Irish people; 
• A 'green' environment, rich in heritage and culture; 
• And a relaxed pace oflife. 
Weaknesses 
• The poor weather; 
• Unstable political environment; 
• Lack of shopping facilities; 
• Poor accessibility transport; 
• Poor value for money; 
• And not previously seen as a city destination. 
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Some opportunities do arise from Bord F ailte research and tllis research wruch 
are: 
Research 
• People friendly environment is huge potential for promotions; 
• Potential in the repeat visitor market and visiting friends and relatives; 
• Language learning as Ireland is an English speaking country; 
Bord Failte 
• Good use of internet and other hi-tech marketing promotional access; 
• Increased competition in access fares wilJ bring a reduction in price and an 
improvement in quality; 
• EMU wilJ bring price parity in 1999, improving value for money perceptions; 
• Germany is the world 's second largest outbound travel market with Ireland 
securing a small percentage of trus market, meaning room for improvement. 
Threats to the industry were: 
• Abolition of Duty Free may increase access fares further; 
• Increased disinterest among Irish people to work in tourism and an increase of 
foreign employees working in front-line positions weakens strength of the fiiendly 
Irish people; 
• Heightened competition through greater penetration of marketing promotions; 
• Lufthansa decreased their weekly capacity to Ireland by 12% in summer 1998, 
(Link, May 1998: 5). 
Resulting from these findings a proposed new strategy for tourism in Ireland 
should enhance our appeal in new markets with the potential of natural resources and 
hospitable Irish people wruch are the backbone to Irish tourism. 
5. 1. 2. Irish Tourism Performance 
The tourism and leisure industry is one of the fastest growing business sectors 
in the world and is forecast to continue as such. Ireland stands to gain more than any 
other European country from this trend as predictions for the year 2002 state that 
tourism will be the leading indigenous sector in the Irish economy, accounting for 
8.5% of GNP (Gross National Product), generating over £3 billion in revenue and 
employing some 180,000 people or 16% of the national work force. (Bunworth, 
\998). 
The key drivers of tourism growth have been a buoyant Irish economy, and 
the level of business which has resulted from this buoyancy, as well as a major 
improvement in access routes and enhancement of facilities at air and sea ports. 
Other growth areas have included strong and consistent development of product, 
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particularly inlhe accommodation and activity facilities, increased destination 
marketing through initiatives such as the Overseas Tourism Marketing Initiative, 
(OTMI) the Domestic Tourism Marketing Initiative (DTMJ) and Tourism Brand 
Ireland, the availability of European support and an industry focus on destination 
development and competitiveness. (ITIC, May 1998). 
Holiday travel is the largest segment accounting for 41 % of the total market, 
with those visiting friends and relatives (VFR) accounting for 24%. Business and 
conference travel accounts for 21 % of the total market but generates more spending 
per diem. 
Based on the summary of results from the research carried out in chapter 
four, and the analysis ofIrish tourism above, a strategy for the future will be 
suggested. Implementation will then be reviewed under I) the Irish tourism product, 
2) value for money, 3) the German market, and , 4) promotion and advertising. 
Finally conclusions on how this will be achieved will be examined. 
5. 2. Strategy for the Future 
'Tourism will be Ireland ' s leading indigenous economic sector in the next 
millennium, contributing to greater regional economic prosperity throughout the 
country. The economy as a whole will benefit as Ireland's core tourist appeals, its 
people, natural environment, cultural heritage and island location, are increasingly 
valued by a greater number of discerning tourists. Tourism will also playa pivotal 
role in the country' s development within a peaceful all-Ireland context.' (ITIC 1998: 
46). 
When people are aware of the Irish tourism product, persuading them to try it 
is important, by highlighting the important aspects of service to them. (K1eiven and 
Solum, 1997). This can be achieved through market penetration where improved 
promotion of positive attributes of the service may result in increased share of the 
German outbound market. When consumers are aware of the product, and have 
experienced it, the challenge is making them happy and getting them to repeat their 
purchase, or to recommend it to their acquaintances and friends. (K1eiven and 
Solum, 1997). This can be achieved through market development as more satisfied 
customers returning to Germany may result in positive promotion to their family and 
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friends at home, who may not have travelled to Ireland before, but who may consider 
it in future. 
Product development is also an option here as the outdoor activities market, 
language leaming, shopping, sports and short break holidays are all opportunities 
which can be built upon to strengthen our position in an ever increasing competitive 
market (Asch & Bowman, 1989; Gore, Murray, & Richardson, 1992; Levin, 1992; 
Rosen, 1995; Luffman et ai, 1996). 
The following sections will outline areas on which Ireland can build and 
develop these strategies and how they can be implemented to improve the Irish 
tourism position. 
5. 2. I. The Irish Tourism Product 
Any discussion of the marketing mix usually begins with the product or 
service, as the majority of other marketing elements are directly influenced by what is 
offered, (Fifield & Gilligan, 1995). In this case the 'product ' is the Irish Tourism 
product which consists of a number of elements. 
Scenery and People: Ireland relies heavily on her image of a 'green' environment 
and hospitable and friendly Irish people. This can be seen from the results on the 
brand for Ireland. It is important that sustaining development and competitiveness 
does not infringe on assets which initially contributed to its competitiveness. The 
value of the Irish people at the core ofIrish tourism must never be neglected. They 
must be made aware of their importance in the Irish tourism experience by 
encouraging them to become more involved. The OTM] report supports these 
attributes as favourable to Irish tourism. 
Short Breaks and City Breaks: The increased phenomenon of city tourism in 
addition to short breaks could be strengthened to include not only Dublin but cities 
like Cork, Limerick and Galway to coincide with the marketing of events such as the 
'Cork Guinness Jazz Festival', 'Galway Arts Festival' etc. 
Access and Transport: Having recognised that there is an increase on short breaks 
and city breaks the issue of access to and from the regions must be addressed as it is 
obvious from the results that there is an imbalance among the regions. The hire car 
market was well utilised by tourists travelling to Dublin and it can be observed that 
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previous marketing has paid off in this area. Shannon cruisers, which has been an 
important tourism product in the past, could benefit through increased marketing 
efforts by Emerald Star Lines and Bord Failte. 
Implementation 
Product: Ireland relies heavily on her image of a 'green' environment and hospitable 
and friendly welcoming Irish people. It is important that sustaining development and 
competitiveness does not infringe on those assets which contributed to her 
competitiveness in the first place. Visitor traffic management, together with the 
increasing awareness of the environmental impacts oftourism must be reviewed. 
Bord FaiIte and ITIC have suggested that visitor traffic management, together with 
the increasing awareness of the environmental impacts of tourism must be reviewed. 
Both tourism and national policy must govern and manage the environment to ensure 
its sustainability and ensure future visitor numbers for years to come. 
People: The human resource component is the most important element of the Irish 
tourism product as it is this component which holds the Irish tourism product 
together. The value of the Irish people at the core ofIrish tourism must never be 
ignored. The Irish people must be made aware of their importance in the Irish 
tourism experience by encouraging them to become more involved in Irish tourism. 
This is pointed out in a recent article in the Irish Independent (112/99), by a German 
writer and tourist, Rainer Kuehn. He says that although everyone is busy with the 
tourism boom it is important that people are still friendly and so he remains a fan of 
Ireland as a holiday destination. 
Holiday visitor growth will increase with the industry's managed exploitation of the 
country's natural resources and human element of the ' hospitable Irish people' . 
Selection of well trained staff for industries in tourism is essential as is the continued 
training of these staff once they have been instated. It is futile in portraying a 'Cead 
Mile Failte' if this is not fulfilled by staff and workers in the tourism industry. DIT 
Cathal Brugha Street, and other colleges around the country, offers many courses to 
students and members ofthe tourism industry for training and retraining purposes. 
Perceived Image: Tourism Brand Ireland has been successful thus far but should 
continue to monitor its key markets to ensure the important attributes of the Irish 
254 
tourism expelience, especially the human element, are well defined and differentiated 
from its closest competitors. Both tourism and national policy must govern and 
manage the environment to ensure its sustainability and therefore ensure future visitor 
numbers for years to come. 
In the present research, experience ofIreland as a holiday destination had a strong 
influence on the satisfaction of tourists and possible repeat visitation. This is an 
opportunity where marketers should ensure smaller gaps between image projection 
by the media and subsequent image perception and retention by potential customers. 
Short Breaks: In the past, short breaks means more spending per day and in the 
long term more growth potential for tbe region. It is an opportunity for extending 
the holiday season as short breaks can include weekend breaks for the region. 
The increased phenomenon of city tourism in addition to short breaks could be 
strengthened to include not only Dublin but cities like Cork, Limerick and Galway to 
coincide with the marketing of events such as the ' Cork Guinness Jazz Festival', 
'Galway Arts Festival' etc. Bord Failte and industry partners should endeavour to 
develop city destinations with improved access and accommodation facilities and a 
marketing programme to highlight these areas and entice more visitors to regions 
outside of Dublin. 
City Destinations: Bord Failte and industry partners should develop successful city 
destinations with improved access and accommodation facilities and a marketing 
programme to highlight these areas and entice more visitors to regions outside of 
Dublin. This has been successful with such attractions as Bunratty castle and folk 
park in Clare, and Muckross house and gardens (part of the Killarney National Park) 
Kerry, and Japanese Gardens and the National Stud Farm in Kildare. This may 
improve seasonality in the long term, although due to climatic reasons Ireland will 
inevitably have an 'off season' . The main objective is to reduce the gap between the 
peak and the off peak seasons. 
Events: Events around the country could also be highlighted to increase visitor 
numbers and create or improve an image of that area. Established events such as the 
Wexford Opera festival or the Oyster Festival in Galway continue to attract visitors 
from all over the world every year. This year Ireland was privileged to be host to the 
opening of the Tours de France, and the close to the Cutty Sark Tall Ships Race, 
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both ofwhioh should improve Ireland ' s image of sporting events. Ireland has also 
secured the hosting of the Ryder cup for the year 2005, which is again a great 
opportunity for Irish tourism appeal. Regional attractions could be highlighted to 
bring tourists to outer regional areas. 
AOIFE, the Association of Irish Festival Events, since its foundation in 1993, and 
Bord Failte have published a directory of festivals and events taking place around 
Ireland. These are laid out by calendar and by county. (AOIFE, 1998; Bord Failte, 
Calendar of Events 1998). 
Both Bord Failte, ITIC and AOIFE have all noted that highlighting events and 
attractions on a national and regional basis helps both regional distribution of tourism 
and seasonality. As the German tourist in this research has pointed out, industry 
partners marketing efforts have paid off. In the OTMI report they found that Ireland 
is not perceived as a suitable destination for city holidays. 
Access: Having recognised that there is an increase on short breaks and city breaks 
the issue of access to and from the regions must be addressed. Travel to these 
regions must first be improved and then encouraged and marketed so that tourist 
businesses may profit from an expanded tourist interest and tourist season. 
Transport within Ireland needs to be closely reviewed and monitored, especially due 
to more recent occurrences oftaxi disputes and rail workers disputes. Both the 
government officials and Bord Failte involvement in this area is necessary to improve 
situations and improve tourists experiences in the long run. More services in the 
peak periods are required to cater for demand, and with the recent increase in fares 
should surely come with improved services. 
Management of internal transport in areas of tourist and environmental interest and 
protection should be increased due to congestion in areas such as parts of the ring of 
Kerry and Dublin. These are popular areas among German visitors and should 
therefore be managed through sustainability for the future generation to come. 
Increased awareness of and use of regional gateways by more visitors, especially in 
the cases of Shannon and Cork, could also be addressed in the case of regional 
imbalance. Incentives given or offered to carriers when selecting these regional 
airports will need to be reviewed. 
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Increased awareness of and use of regional gateways by more visitors, especially in 
the cases of Shannon and Cork, could also be addressed in the case of regional 
imbalance. Incentives given or offered to carriers when selecting these regional 
airports will need to be reviewed. 
5.2.2. Value for Money 
With the continued development and improvement of the Irish tourism 
product, to ensure its effectiveness in a highly competitive market, industry players 
should provide value for money and hence continue to attract tourists to our country. 
Both value for money and shopping were not favourably viewed when selecting 
Ireland or rating their satisfaction. 
The OTMI asked German enquirers who did not take a holiday in Ireland 
their reason why and found that almost half mentioned financial constraints including 
concerns that Ireland was too expensive. In the recent Bord Failte Marketing plan 
(998) they found evidence that there has been some price resistance in the German 
market in recent years, and the perceived lack of sophisticated shopping was seen as 
a weakness to Irish tourism. 
The ITIC report of May 1998, states that ' Ireland's strategic positioning for 
the future will be one of 'value for money', with the objective of increasing spend.' 
How will this be done after many German tourists of 1997 viewed Ireland as not 
providing value for money? 
Implementation 
Price: With the continued development and improvement of the Irish tourism 
product, and to ensure its effectiveness in a highly competitive market the industry 
should ensure they provide value for money and hence continue to attract tourists to 
our country. 
Access transport companies are under tight competition, and so far have been 
competing at low access prices. Competitive pricing in addition to promotional 
pricing ,in off peak periods can be used to attract future tourists. With increased 
demand during the peak months and limited supply of facilities and amenities, use of 
premium pricing could be utilised once the actual price does not exceed market 
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acceptability. Ireland should never become seen as a ' cheap' destination, but should 
continue to monitor pricing policies with the target market in mind. 
The abolition ofthe intra-European Union duty free facilities by 1999 is an immediate 
threat to cost competitiveness, but the impending impact of the European Monetary 
Union (EMU) in 1999 should bring price parity in Europe. 
5. 2. 3. Markets 
In most areas around the world the customer has a wide variety of choices of 
holiday destinations and their selection will be based on how they feel about that 
destination. Their feelings will be based on logic and knowledge, an assessment of 
several attributes the destination has, weighted by the decision maker's perception of 
value. When a significant number of people hold similar perceptions about a 
property, that property has what is called a market position. 
Two places can be similar such as Ireland and Scotland, and offer the same 
attractions, but occupy totally different positions in the market. . This position is no 
more than a public perception strategically placed by managers of the tourist 
destination. (Wearne, 1994). In this research we look at the German tourist, 
therefore when we are cliscussing ,the 'market' we refer to the German holidaymaker. 
Positioning of the tourism area follows the identification and selection of the 
market segment most likely to find that area appealing, (Woodside , 1982; Kotler, 
1997). The German visitor was asked to indicate the importance of and satisfaction 
with each attribute presented to them on the survey. Through results received, 
holiday visitor growth will increase with the industry' S managed exploitation of the 
country' s natural resources and human element of the ' hospitable Irish people' . 
Ireland also has a competitive advantage here as the ' Irish people' element can only 
be found in Ireland. There was also a high incidence of potential repeat visitors. 
Here is an opportunity as the potential is not only for repeat visitors but for positive 
promotion through recommending Ireland as a holiday destination to their family and 
friends. 
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Implementation 
Market: The award winning internet site by Bord Failte, and other web pages held 
by the numerous tourism industry players, aided by print media such as brochures, 
leaflets calendars of events can improve the increased awareness of a destination to 
actual and potential tourists from Germany, 
By highlighting the important attributes chosen by the German tourist in future 
branding strategies and promotional efforts, Ireland can improve the potential tourist 
share of the German outbound market. 
Good use of visitor attitude surveys can also result in direct marketing opportunities, 
where the respondent can be contacted about holidays in the future, and if they 
responded favourably to returning for future holidays they may help promote Ireland 
abroad , 
The German tourist market can be helpful to the development of the Irish tourism 
product with their staggering of holiday periods, This may help seasonality reduction 
and may improve spend per diem among the regions in Ireland. It would also be 
instrumental in allocating a marketing budget and promotional plans per region in 
connection with the staggered holidays. 
Industry players must also remember that essential to a good positioning strategy is 
to achieve awareness through promotion. 
5. 2. 4. Promotion and Advertising 
According to Bojanic (1991) the attributes of a destination can be matched to 
the needs of one or more target groups through a promotional campaign. This is 
evident in the Tourism Brand for Ireland where slight differences in the images are 
portrayed to the different target countries, but the messages are always the same, 
'Live a Different Life' . 
Images are important for place marketing as they influence peoples 
perceptions of a place and can effect their choices and behaviour (Echtner and 
Ritchie, 1991; Selby and Morgan, 1996). Youell (1993) explains that successful 
tourism marketing needs to revolve around positive rather than negative images of 
destinations , To be effective an areas image must be consistent with its identity, as 
identity is what makes up an area and image is how others perceive it. 
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Evaluation of the factors which influence a tourists preference and purchasing 
patterns and the identification of the image ofIreland as a tourist destination would 
enable the marketer to develop specific promotional messages to various target 
markets. The expectations customers are gathered from a variety of sources such as 
past experience, personal acquaintances, and the promotional communications of 
sellers, (Anderson and Jolson, 1973). In the present research, experience ofIreland 
as a holiday destination and advise from friends and relatives had a strong influence 
on the satisfaction of tourists and possible repeat visitation. 
Implementation 
Promotion and Advertising 
It is important for Bord F ailte and the industry to understand what elements are 
special and unique to Ireland and hence market these to the targeted market. In this 
research the top three attributes chosen by the sample surveyed are highlighted in the 
promotional campaigns ofBord Failte. 
Reliance on a positive experience and advise received from friends and relatives is an 
opportunity where marketers should ensure smaller gaps between image projection 
and subsequent image perception and retention by potential customers. This would 
have a positive effect on the image conveyed by them to their family, mends and 
acquaintances after the holiday is over. 
Staggering of holidays in Germany is also an important area to monitor for marketing 
purposes. Both the time of surveying in Ireland and the staggering of holidays in 
Germany has had an effect on the numbers of those tourists from each region of 
origin. Bord Failte could stagger its marketing to correspond with the staggering of 
holidays in each respective region. 
Bord Failte has been instrumental since its founding in the area of promoting Ireland 
as a holiday destination, developing markets and sourcing potential areas for new 
markets at home and abroad. 
In the German market, Bord Failte's ongoing marketing activities are: 
• Main Publications; 
• Trade Shows and Promotions; 
• Consumer Promotions; 
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• Travel Trade infonnation; 
• OTMI ; 
• Ireland Advertising Campaigns; 
• Direct Mail; 
• Internet; 
• Press and Publicity; 
• Personal Sales and Promotional Visits . 
Bord Failte also employs a joint marketing partnership with main players in 
the industry such as Canada, the American Partnership, and also with the Northern 
Irish Tourism board. These partnerships have been a success to date. A partnership 
with the Gennan tourism board, with a view to penetrating new areas not yet met in 
the German markets and developing existing successful areas should be a future 
strategy. 
5. 3. Future Plans 
High quality quantitative and qualitative market research is increasingly 
important in target marketing and this needs to be adequately funded over a period of 
years. In the future Single European Market there will be limited European Union 
(EU) and government resources, and greater involvement with the industry to 
produce ownership of and commitment to effective marketing and product 
development. 
The EU has been an important player in Irish tourism through legislative and 
financial support. Both the Operational Prograrmnes 1989-1993 and 1994- 1999 
have contributed greatly towards the Irish tourism industry. In 1997 the value of 
exported goods was estimated at £40, 206 mn of which £2.1 mn can be attributed to 
tourism, accounting for 5.3% of exports and 6.3% of GNP. This would have been 
difficult without EU support . 
The government are now proposing to implement a tax levy on 
accommodation similar to taxes which are collected from bednights in the Asia! 
Pacific area (Bord Failte, 1998) to help alleviate problems arising from decreased EU 
funds . They have also proposed that future funds should be centred around counties 
of less wealth, to ensure sustain.able employment in areas with the greatest needs. 
This may be met with disapproval both internally and in the ED 
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5. 4. Conclusion 
A city's or country's image is often formed by the media both broadcast and 
print. Better knowledge of the potential visitors perceptions and expectations can be 
used in marketing Ireland and such information can be helpful in developing 
informational campaigns to correct any previous mis-perceptions. Ireland has a 
strong image in Germany regarding its beautiful landscape and unspoilt nature, 
together with a distinctive and attractive simple way oflife and a friendly population. 
This image ofIreland has been maintained for the past decade. (Bord Failte, 1994). 
Germany provides one of the most attractive challenges in the future, with 
over 45rnn German holidays abroad each year, being the largest source of tourist 
traffic in the world. Ireland is only getting a small fraction of this at the moment, but 
if properly targeted and positioned to the German market, this may bring 
improvements in the near future . (McKeon, 6/96). Future policies should look 
towards improving the average yield from tourists and maintaining tourist arrival 
figures . 
The results of the research have several implications for Irish tourism 
marketing. Initially, Ireland is favoured for its landscape and countryside. The most 
cost efficient and effective strategy for Ireland is to leverage this market perception, 
with the opportunity to position itself as a destination with beautiful green scenery 
and vast tranquil landscape and countryside. Ireland's closest competitor, Scotland, 
holds this same attribute. To ensure a competitive edge Ireland should be seen as a 
hospitable country with friendly and approachable people with a 'Cead Mile Failte' 
for every tourist. 
An essential part of research missing is how these respondents view Ireland 
compared to other countries they may visit, or to their own country. While this 
comparative aspect was not part of this research effort, those involved in marketing 
should include a comparative element in future research. 
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Chapter Six 
Conclusions and Recommendations 
6. 1. Introdnction 
The primary objective of this research is to research the determining factors 
that are important when a tourist evaluates and selects holiday destinations. It was 
also proposed to examine the relative importance of tourist attributes in contributing 
to the attractiveness of a travel destination, in this case, Ireland. The research is an 
empirical study of German tourists to Ireland, having purchased and experienced the 
tourism product The fulfilment of this research was dependent upon the 
achievement of nine research objectives. 
In this chapter objectives defined in chapter three are reviewed, and 
conclusions are drawn from the major findings for each. The implications of these 
results will then be examined with a view to recommendations for future universal 
use in research and its application in generaL 
6. 2. Conclusions 
Objective One: To identify decision making models for destination selection. 
After an extensive review of the literature in this area, it was concluded that 
Moutinho's models were best suited to illustrate the factors involved in consumer 
behaviour and the travel decision making process in this research. Other model 
theorists such as Schiffman and Kanuk (1994), Engel et aI (1995) Howard and Sheth 
(1969) and Nicosia (1966) all developed models to explore the theory of consumer 
behaviour. Louviere and Timmermans (1990) in their research on recreation 
discussed the use and usefulness of stated preference and choice models and how 
models are used to study recreation decisions in hypothetical or simulated markets . 
Morley (\993) reviewed the model created by Rugg (1973), which is of destination 
choice given that the decision to travel has allocated a certain amount of time and 
income to tourism consumption. Only Moutinho' s were based specifically in the area 
of tourism. 
The importance of initially identitying models for destination selection was to outline 
the process by which tourists made their destination choice, and then to review the 
literature surrounding this decision making process. 
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Objective Two: To identify motives and determinants of travel behaviour. 
Motivated behaviour is activity that ,is directed toward the attainment of a 
goal or an objective. (Markin, 1977). Moutinho (1987) also believed that purchase 
motives had an important influence on intention to purchase as much of consumer 
behaviour was goal orientated. This second objective intended to outline motives or 
determinants of earlier research in travel behaviour as a basis for the fundamental 
question of the research. Literature review was undertaken in the area of motives 
and theorists of motivation. Freud and Maslow, having laid the foundations to which 
all subsequent theorists based their opinions, were actually limited in their 
application. Therefore more recent studies in the area of travel choice and motivation 
was reviewed. 
Theorists such as Dann (1977), Crompton (1979), Pearce and Caltabiano 
(1983), Hirschman (1984), Mill and Morrison (1985), Mannel and Iso- Ahola (1987), 
Iso-Ahola (1987), Krippendorf(1987), Moutinho (1987), Coltman (1989), Pearce 
(1991), Pearce and McDermott (1991), Burns and Holden (1984), Schiffman and 
Kanuk (1994) and McIntosh et al (1995) are reviewed in chapter two. 
Moutinho (1987) in his research on 'Consumer Behaviour in Tourism' 
outlines a list of general travel motivators. They are -
• Educational and cultural; 
• Relaxation, adventure and pleasure; 
• Health and recreation; 
• Ethnic and family; 
• Social and competitive. 
It was found that to be motivated to participate in particular activities, such as 
selecting a holiday destination, a number of theorists agreed that one can be driven 
by a combination of several motives working simultaneously. 
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Objective Three: To identify a basis for judging relative attractiveness in travel 
behaviour. 
Destination attractiveness is a combination of the relative importance of 
individual benefits and the perceived ability of the destination to deliver individual 
benefits. (Mayo and Jarvis, 1981). It also reflects the feelings, beliefs and 
perceptions an individual has about the destinations ability to provide satisfaction in 
relation to his or her initial holiday motives, (Hu and Ritchie, 1993). 
The third objective was to identifY a method by which to conduct the research 
on tourists motives and determinants of travel behaviour as a basis for destination 
selection. The method employed in the present survey was to allow tourists to 
indicate what factors were important to them when selecting a holiday destination, 
and then to calculate total mean scores for the chosen sample as a representation of 
the German travel population. This was calculated for each of the holiday destination 
regions in Ireland and Ireland itself (See below and appendix 4c, table 1) 
Mean Important Rating Score = Total scored for the attribute 
Total number of respondents 
To be able to do this a list of factors from which to chose their selection had 
to be created in line with those factors present in Ireland, and also represented in 
media marketing. 
Objective Four: To identify the criterion by which tourists select Ireland as a 
destination. 
A review of previous Bord Failte, OTM!, CSO and other Irish tourism 
reports, coinciding with research articles by numerous tourism authors and travel 
adverts to the German population for travel to Ireland, was undertaken with the 
intent of distinguishing between travel motives, and travel to Ireland specific motives. 
The initial result was of 36 factors ( a selection can be seen below) which were 
included in the first questionnaire using a Likert rating scale employed by Kotler 
(1994) and Kotler, Bowen and Maken (1996). 
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I . Natural beauty 
2. Proximity to lakes and sea 
3. Wild countryside 
4. Climate 
5. Traditional music and art 
6. Great pubs with lively atmosphere 
7. Historical interests 
8. Cultural interests 
9. Sports activities 
IO.Special interests and hobbies 
11.Friendly people 
12.Contact with Irish people 
13Watersports e.g. swimming, sailing 
14. Golfing available 
15 .Learn a language 
16.Museums & art galleries 
17. Shopping available 
18. Good hotel facilities 
19.Good value for money 
20Visit friends and relatives 
After tourists indicated each attributes importance, the factors were then 
analysed to ascertain which attributes would make it onto the final list of criterion 
tourists used when selecting Ireland as a holiday destination, and onto the model 
questionnaire. 
Objective Five: To identify the range of destination attributes within the 
criterion range. 
Since tourism products have many attributes on which the decision makers 
have to base their decisions, some factors may not be processed, and some may be 
ignored altogether. From a marketing point of view, it is important and useful to 
identifY and select only a few factors which playa crucial role in the final purchase 
decision, since consumer awareness can be created only if these chosen factors are 
included in advertising messages. (Sirakaya, McLellan & Uysal, 1996). It was for 
this reason primary motives, fifteen in total, were chosen for final analysis in 
questions II & 12. (See below) 
I . Landscapes & countryside 
2.. Weather & climate 
3. History & culture 
4. Special interests & hobbies 
5. Friendly people 
6. Contact with the Irish people 
7. Sports activities 
8. Study, or to learn a language 
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9. Rest and relaxation 
10. Traditional music & art 
II . Shopping 
12. Accommodation 
13 . Food & drink 
14. Value for money 
15 , Accessibility 
Objective Six: To determine the degree of importance of each attribute. 
It was in relation to objectives 3, 4 and 5 above that a questionnaire survey 
was formulated, and using a Likert rating scale from ' I' Extremely Important to ' 5' 
Not at all Important, and also ' I ' Completely Satisfied to ' 5' Not at all Satisfied, 
specifically in questions I I & 12, the criterion chosen would then each be evaluated 
on this basis to judge its attractiveness and its attractiveness in relation to Ireland as a 
whole. 
These results were analysed in chapter four and catalogued on an overall 
rating of most important to least important attribute. Landscape and countryside, 
gained the best attribute score at 1.483 mean importance score, (see below). 
Shopping scored a high mean score of 3.711 , indicating a ' Somewhat Important' or 
not ' Very Important' rating, and hence was the least important attribute. 
Mean Important Rating Score = Total scored for the attribute 
Total number of respondents 
Example: Landscape and countryside 1535/ 1035 = 1.483092 
Objective Seven: To compute a measure of relative attractiveness for each 
tourism region, and for Ireland, 
and 
Objective Eight To develop a set of brand attributes for each region, and for 
Ireland. 
Objectives 7 & 8 relate to the results obtained from question 8 on the regions, 
and questions II & 12 again This was based on the popularity ofthe region and also 
on the attributes chosen for that region . 
• The most popular regions were as follows, (listed in order 1- 8) : 
1. Dublin (city and county), 75% (777) of all German tourists . 52.1% (539) stayed 
for three nights or less. A significant proportion of tourists also travelled in a 
group of two or more when they visited Dublin. 
2. The West, 58% (604) of sample 34.4% (356) stayed for three nights or less. 
More tourists travelled in groups of two or more when they went to the West; 
3. The South West, 57% (593) of sample. 24% (248) stayed for three nights or less. 
4. The Shannon region, 46% (478) with 30.9% (320) stayed for three nights or less; 
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5. The South East, 35% (364). 26.6% (275) stayed for three nights or less; 
6. The North West, 29% (298). 18% (186) staying for three nights or less; 
7. Midlands East, 17% (173) with 12.3% (127) staying for three nights or less; 
8. Northern Ireland, 12% (123), with 6.9% (71) staying for three nights or less. 
After tests and analysis of results was completed, the lists of attributes were 
catalogued in order of their importance and also in order of their satisfaction ratings. 
This was duplicated for each of the tourism regions in Ireland. When this was 
completed and the top five attributes were identified, for both Ireland and the regions 
in Ireland, these were used as a brand identity. 
Table 6 - 1: Important Attribute Ratings 
Ireland Landscape & Friendly Contact with History & Rest and 
Countryside People the Irish Culture Relaxation 
Dublin As above As above As above Music and Rest and 
Art Relaxation 
South East As above As above As above History & Music and Art 
Culture 
South As above As above As above As above Food and Drink 
West 
Shannon As above I As above As above As above Rest and 
Relaxation 
The West As above As above As above As above Music and Art 
North As above As above As above As above Rest and 
West Relaxation 
Midlands As above As above As above As above Rest and 
East Relaxation 
Northern As above As above As above As above I Music and Art. 
Ireland I I' 
This relates to how Bord Failte marketing and other marketing messages have 
been perceived by the general German tourist population, and how they relate 
marketing stimuli back to their motives for travel. The satisfaction ratings indicate 
how the German tourists perceptions of the marketing stimuli, and how their 
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expectations were met when they experitmced the Irish tourism product. By 
comparing the top five important and satisfied attributes, the size of the marketing 
gap can be seen. Dublin will be used as an example. 
Table 6- 2: Important V Satisfied attributes for the Dublin region. 
Important Satisfied 
L Landscape and countryside L Landscape and countryside 
2. Friendly people 2. Friendly people 
3. Contact with the Irish 3. Contact with the Irish 
4. Music and art 4. History and culture 
5. Rest and relaxation 5. Music and art 
(6. Food and drink 6. Rest and relaxation). 
As there is only a difference between the last two attributes, marketing has 
been quite successful when marketing Dublin abroad. In the case ofIreland the 
results are again very similar. 
Table 6- 3 : Important V Satisfied attributes for Ireland 
Important Satisfied 
L Landscape and countryside 1 Landscape and countryside 
2. Friendly people 2. Friendly people 
3. Contact with the Irish ~ Contact with the Irish J. 
4. History and culture 4. History and culture 
5. Rest and relaxation 5. Music and art 
If these results are evaluated with promotional adverts presented to the 
German population, (see German holiday brochures 1997/1998) it is clear to see that 
Bord Failte takes into account the different factors deemed important to tourists 
when selecting Ireland, and where they have found gaps in their marketing. 
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Objective Nine: To be able to apply this research prototype on an universal 
basis. 
The results in chapter four show that there is not a huge gap between one 
regions attributes and another. A survey conducted by Behaviour and Attitudes in 
July of 1995 also discovered that consumers at home and abroad viewed Ireland as a 
whole and not as individual regions within Ireland. It was also highlighted that the 
Irish people are Ireland's greatest asset, one which cannot be easily bought 
elsewhere. This was supported by findings in the present research, along with 
outstanding scenery as a more critical tourism attraction. 
If this research model was applied to other countries, such as an area as vast 
as North America, or Australia, or even in Germany itself, where to travel from one 
state to another a tourist would encounter contrasts and similarities among states, 
some huge, the results would produce more varying brand identities for each state 
within the country being researched. This prototype may also be used in other areas 
of the services industry apart from holiday destination selection. It could be 
employed in the area of hotel selection, restaurant selection, even travel agent 
selection, or product selection and purchase. Based on the same 'skeleton' as that 
used in the present research, the main section here to be altered would be the 
criterion by which selection would be made. This would involve extensive research 
into each sectors background and then rewording the questions to suit each separate 
situation. 
The development of the research has already been discussed throughout 
chapter three, through the questionnaire which was used for primary research 
purposes. After final analysis took place it was discovered that slight moderation's 
still had to be performed on the questionnaire to eliminate ambiguity in places. It also 
resulted in distinguishing attributes as a brand for each region, and conclusions were 
drawn against these results. 
Literature Review: Literature in the area of motives of tourists and destination 
attractiveness, resulted in a method in which 10 conduct the primary research. 
Researcb Methodology: The questionnaire was moulded from previous Bord Failte 
surveys, independent research, and articles in this area. Its formation took place in 
July of 1997, and a pilot test was also carried out in this month. A pilot test is 
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imperative to filter out errors and questions that are not necessarily required. The 
questionnaire was administered in August of 1997, considering the German tourists 
background for travel, and tourist statistics for that month from 1996, received from 
the CSO and Bord Failte. 
Basic to Predictive Analysis; Throughout this research a simple approach to 
analysis was employed. Frequencies, crosstabulations, and finally a comparison of 
means was used. This was both due to time constraints and lack of expertise in the 
area of statistics. It could be recommended to employ a more predictive technique, 
such as regression analysis or an analysis of variance. Methods chosen for analysis 
must be determined when the questionnaire is being formulated and when the 
research sample is being chosen. 
The results from these simple steps led to a list of motives of tourists which were 
employed as a basis for destination and hence a formula for a brand identity for that 
destination. 
Other Conclusions to the Research 
Demographics; 
• Of the tourists who travelled to Ireland 42.8% were male and 57.2% were female; 
• There was a relationship between ' Gender' and the number of nights spent in the 
Midlands, but no relationship with the number of nights spent in the West; 
• 81.8% were between 15 and 44 years of age with the remaining 18.2% above 45; 
• Age had an influence over the use of a bicycle, but no relationship with returning 
for a holiday in the future; 
• Most tourists travelled with one or more other tourists, although more male 
tourists (56.3%) travelled alone than did female tourists (43 .7%); 
Tourism Product Usage; 
• As was expected tourists mainly came to Ireland for a holiday (79.9%), which had 
a significant relationship with whether they had been here Of not before; 
• The majority of tourists were here for their tirst holiday, only 32% were here 
before, with 67.5% indicating satisfaction with rest and relaxation. Of those 
tourists who were on their first holiday to Ireland 55% indicated satisfaction. This 
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shows a slight variation between those who have experience oflreland and those 
who are naive; 
• 73.2% of those tourists who had visited Ireland before were here between one and 
three times, with a further 15.1 % having visited between four and eight times. 
However this variable when compared with others was not found to have had a 
significant relationship; 
• The majority of tourists (93 .2%) spent 7 or more nights in Ireland on this visit. 
However taking a closer and regional analysis these tourists were found to be of a 
migrant nature with the most popular length of stay in most of the regions being of 
between one and three nights, indicating a growing trend towards shorter stays. 
Modes of Transport Used: 
• The most used form of transport when in Ireland was not surprisingly public 
transport as the majority of tourists when travelling within Ireland will use a form 
of public transport be it bus, rail, or taxi; 
• Public transport also had a significant relationship with those tourists travelling to 
the West, which is understandable because one would have to use either a bus or 
train to get to the West, if ones own transport was not available; 
• Other forms of transport used were, private coach hire (17.2%), hire car (39.1 %), 
own! friends car (13.4%), motorbike (1.4%), bicycle (8.6%), campervan (0.3%), 
Shannon cruiser (1%), walking! hitchhiking (1.2%); 
• Hire car users and those tourists travelling to Dublin were found to have a 
significant relationship, with 75% of users having travelled to Dublin; 
• 62% of Private coach users were found to have a significant relationship with 
having travelled to the west; 
• There was found to be little relationship with the modes of transport with little 
utilisation, with the other variables; 
Geographical Origin of Tourists: 
• Over 68% of German tourists originated from the first four regions listed, 
Nordrhein- Westfalen, Hessen, Bayern and Baden- Wiirttemberg, which also 
indicates the location of the major airports in Germany; when this variable was 
related to those tourists who travelled by hire car, again the majority of tourists 
came from Bayern and Baden- Wiirttemberg (30 .9%/125), and a further 39.3%1 
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159) from Nordrhein- Westfalen and Hessen. These regions are located in the 
south and east of Germany, and also near the main airports, which could be a 
significant deciding factor for those using a hire car. 
Media Exposure and Other Influences: 
• The most influencing information on selecting Ireland was found to be advise from 
friends and relatives, (51.5%), with experience coming in second, (28.4%); Again 
when selecting the Shannon region as a destination advise from friends and 
relatives came in top with 56.1 %. 
Possible Repeat Purchase: 
• 96.2% of German tourists indicated they would return to Ireland for a holiday in 
the future, which is a large figure considering the total sample size. Surprisingly 
there was a significant relationship between returning in the future with shopping 
found when the tourists reached the destination, as this was least important 
attribute when selecting Ireland . 
6. 3. Recommendations 
Product: Ireland relies heavily on her image of a 'green' environment and hospitable 
and friendly welcoming Irish people. It is important that sustaining development and 
competitiveness does not infringe on those assets which contributed to her 
competitiveness in the first place. Visitor traffic management, together with the 
increasing awareness of the environmental impacts of tourism must be reviewed. 
People: The human resource component is the most important element of the Irish 
tourism product as it is this component which holds the Irish tourism product 
together. The value of the Irish people at the core oflrish tourism must never be 
ignored. The Irish people must be made aware of their importance in the Irish 
tourism experience by encouraging them to become more involved in Irish tourism. 
This is pointed out in a recent article in the Irish Independent (112/99), by a German 
writer and tourist, Rainer Kuehn. He says that although everyone is busy with the 
tourism boom it is important that people are still friendly and so he remains a fan of 
Ireland as a holiday destination. 
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Holiday visitor growth will increase with the industry's managed exploitation of the 
country's natural resources and human element of the' hospitable Irish people' . 
Selection of well trained staff for industries in tourism is essential as is the continued 
training of these staff once they have been instated. It is futile in portraying a 'Cead 
Mile Failte' iftrus is not fulfilled by staff and workers in the tourism industry. DIT 
Cathal Brugha Street, and other colleges around the country, offers many courses to 
students and members of the tourism industry for training and retraining purposes. 
Perceived Image: Tourism Brand Ireland has been successful thus far but should 
continue to monitor its key markets to ensure the important attributes of the Irish 
tourism experience, especially the human element, are well defined and differentiated 
from its closest competitors. Both tourism and national policy must govern and 
manage the environment to ensure its sustainability and therefore ensure future visitor 
numbers for years to come. 
In the present research, experience of Ireland as a holiday destination had a strong 
influence on the satisfaction of tourists and possible repeat visitation This is an 
opportunity where marketers should ensure smaller gaps between image projection 
by the media and subsequent image perception and retention by potential customers. 
Short Breaks: In the past, short breaks means more spending per day and in the 
long term more growth potential for the region. It is an opportunity for extending 
the holiday season as short breaks can include weekend breaks for the region. 
The increased phenomenon of city tourism in addition to short breaks could be 
strengthened to include not only Dublin but cities like Cork, Limerick and Galway to 
coincide with the marketing of events such as the 'Cork Guinness Jazz Festival', 
'Galway Arts Festival' etc. Bord Failte and industry partners should endeavour to 
develop city destinations with improved access and accommodation facilities and a 
marketing programme to highlight these areas and entice more visitors to regions 
outside of Dublin. 
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Events: Events around the country could also be highlighted to increase visitor 
numbers and create or improve an image of that area. Established events such as the 
Wexford Opera festival or the Oyster Festival in Galway continue to attract visitors 
from allover the world every year. This year Ireland was privileged to be host to the 
opening of the Tours de France, and the close to the Cutty Sark Tall Ships Race, 
both of which should improve Ireland's image of sporting events. Ireland has also 
secured the hosting of the Ryder cup for the year 2005, which is again a great 
opportunity for Irish tourism appeal. Regional attractions could be highlighted to 
bring tourists to outer regional areas . 
Access: Having recognised that there is an increase on short breaks and city breaks 
the issue of access to and from the regions must be addressed. Travel to these 
regions must first be improved and then encouraged and marketed so that tourist 
businesses may profit from an expanded tourist interest and tourist season. 
Transport within Ireland needs to be closely reviewed and monitored, especially due 
to more recent occurrences of taxi disputes and rail workers disputes. Both the 
government officials and Bord FaiIte involvement in this area is necessary to improve 
situations and improve tourists experiences in the long run. More services in the 
peak periods are required to cater for demand, and with the recent increase in fares 
should surely come with improved services. 
Management of internal transport in areas of tourist and environmental interest and 
protection should be increased due to congestion in areas such as parts of the ring of 
Kerry and Dublin. These are popular areas among German visitors and should 
therefore be managed through sustain ability for the future generation to come. 
Increased awareness of and use of regional gateways by more visitors, especially in 
the cases of Shannon and Cork, could also be addressed in the case of regional 
imbalance. Incentives given or offered to carriers when selecting these regional 
airports will need to be reviewed. 
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Price: With the continued development and improvement of the Irish tourism 
product, and to ensure its effectiveness in a highly competitive market the industry 
should ensure they provide value for money and hence continue to attract tourists to 
our country. 
The abolition of the intra-European Union duty free facilities by 1999 is an immediate 
threat to cost competitiveness, but the impending impact of the European Monetary 
Union (EMU) in 1999 should bring price parity in Europe. 
Markets: One area where the German tourist market can be helpful to the 
development of the Irish tourism product is in the case of their staggering of holiday 
periods. This can improve seasonality reduction and may improve spend per diem 
among the regions. It would also be instrumental in allocating a marketing budget 
and promotional plans per region in connection with the staggered holidays. 
Promotion and Advertising 
It is important for Bord Failte and the industry to understand what elements are 
special and unique to Ireland and hence market these to the targeted market. In this 
research the top three attributes chosen by the sample surveyed are highlighted in the 
promotional campaigns of Bord F ailte. 
Reliance on a positive experience and advise received from friends and relatives is an 
opportunity where marketers should ensure smaller gaps between image projection 
and subsequent image perception and retention by potential customers. This would 
have a positive effect on the image conveyed by them to their family, friends and 
acquaintances after the holiday is over. 
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Interviews: 
Phone: 
I . Captain Jameson, Harbour Master, Rosslare Harbour Ferry Port. 
2. Mr. Brian Maher, Market and Brand Planning, Continuous Surveys and Statistics, Bard 
Failte, Baggot Street, Dublin 2. 
3. Mr. John Reidy, Airport Operations, Shannon Airport. 
4. Mr. John Smith, Airport Operations, Cork Airport. 
5. Mr. John Wood House, Acr Rianta Marketing Department, Dublin Airport. 
6. Ms Madigan, Dun Laoghaire Ferry Port. 
7. Ms Veronica Lynch, Aer Rianta Marketing Department, Dublin Airport. 
Personal and Phone 
8. Ms Nuala Spooner, Marketing Manager for the German Market, Shannon. 
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Appendices 
Appendix 3a: Sample Frame 
Sample Frame Workings 
(Based on 1996 fi2Ures for A 2Ust from CRS / CSO / Bord Fail! ) u e. 
Contillental Percentage of Percentage 
Flights/Sailings Total I Representation of 
Departure area No. of Tourists 1,000 
Dublin Airport 24, 709 53 % 530 
Shannon Airport 9, 492 20.4% 204 
Cork Airport 114 0.3 % 3 
Dun Laoghaire 2, 537 55 % 55 
Dublin Port 2,427 5.2% 52 
Cork Port 2, 794 6.0 % 60 
Rosslare Harbour 4, 472 9.6% 96 
Total Sample 46,545 100.0 % 1,000 
Final Sample Total no. o/tourists i1lterviewed 
Dublin Airport 820 
Shannon Airport 100. 
Cork Airport 10 
Rosslare Harbour 103 
Total 1,035 valid responses 
310 
Appendix 3b: Flight and Ferry Timetables 
Scheduled Fli2hts to Germanv from Dublin Airnort (AU2USt! Sentember) 
Flight Destination Time Mon. Tues. Wed Thurs. Fri. Sat Sun 
, 
El654 FRANKFURT 7.00 ./ 
E1l692 DUSSELDORF 7.15 ./ ./ ./ ./ ./ 
EI650 FRANKFURT 7.45 ./ ./ ./ ./ ./ 
LH5263 COWGNE 8.10 ./ 
EI696 DUSSELDORF 9.10 ./ 
El652 FRANKFURT 9.55 ./ 
El694 DUSSELDORF 10.00 ./ 
LH5269 BERLIN 10.05 ./ 
E1652 FRANKFURT 10.10 ./ ./ ./ ./ ./ 
EI401 HAMBURG 10.15 ./ ./ ./ 
LH4207 FRANKFURT 12.05 ./ ./ ./ ./ ./ 
EI658 FRANKFURT 13.30 ./ 
, 
LH4201 MUNICH J5.05 ./ ./ ./ 
LH5261 HAMBURG 15.15 ./ 
EI656 FRANKFURT 15.55 ./ ./ ./ ./ ./ ./ 
E140 1 HAMBURG 15.55 ./ 
E1698 DUSSELDORF 16.15 ./ ./ ./ ./ ./ 
EI401 HAMBURG 16.15 ./ 
LH4221 STUTTGART 16.30 ./ 
EI698 DUSSELDORF 17.00 ./ 
LH5269 BERLIN 18.30 ./ 
LH5261 HAMBURG 19.00 ./ 
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Shannon Airoort Scheduled Fli2hts to Germanv lAu!:ust! SeDtember) 
Flight Destination Time Mon. Tues. Wed Thurs. Fri. Sat Sun 
BA8091 DUSSELDORF 8.50 ,f ,f ,f ,f ,f ,f 
EB72 BERLIN 8.55 ,f ,f ,f ,f ,f ,f 
EI372 FRANKFURT 8.55 ,f ,f ,f ,f ,f ,f ,f 
EI372 MUNICH 8.55 ,f ,f ,f ,f ,f ,f ,f 
DE6437 FRANKFURT 10.25 ,f 
7L801 COLOGNE 13.50 ,f ,f ,f ,f ,f ,f 
7L805 DUSSELDORF 13.50 ,f ,f ,f ,f ,f 
E1384 COLOGNE 14.35 ,f ,f ,f ,f ,f ,f ,f 
EI384 DUSSELDORF 14.35 ,f ,f ,f ,f ,f 
EJ384 MUNICH 14.35 ,f ,f ,f ,f ,f 
EI376 BERLIN 17.30 ,f ,f ,f ,f ,f ,f ,f 
EI376 FRANKFURT 17.30 ,f ,f ,f ,f ,f ,f ,f 
E1376 MUNICH 17.30 ,f ,f ,f ,f ,f ,f 
EI376 NUREMBURG 17.30 ,f ,f ,f ,f ,f ,f ,f 
. 7L807 DUSSELDORF 17.50 ,f 
, 
Cork Airport Scheduled Flights to Germany (August/ September) 
Flight Destination Time Mon. Tues. Wed Thurs. Fri. Sat Sun 
KL418 BERLIN 14.05 
Rosslare. Harbour Sailings 
Wednesday 4pm 
Friday 4pm 
Le Harve. 
Rosscoff 
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I 
.Appendix 3c: Questionnaires 
Did you enjoy your holiday? 
To fill out this questionnaire we will ask for only five minutes of your time. 
Please read all questions carefully before filling in your answer. 
Thank you for your co-operation. 
Please tick" V'j the appropriate box: 
Male 
Age Group: 
-24 Q 
- 34 Q 
-44 Q 
Did you traveL ....... .. .. ... . 
alone? 
in a group of 2 or more? 
Female Q 
45 - 54 
55 - 64 
65 or over 
Q 
Q 
Q 
Q 
Q 
What was your main purpose for coming to 
land? 
,iness/ Conference 
liday 
,it friends and relatives 
'crQ _____________ _ 
Q 
Q 
Q 
Which of the following modes of transport did you 
, while travelling in Ireland? 
,lie transport 
vate eoach 
'e car 
'11 carl friends car 
y elc/ tandem 
Itorbike 
ra van! camper 
ch hiking! walking 
liser on the Shannon 
~ Have you visited Ireland before? 
Yes Q 
No Q 
Q 
Q 
Q 
Q 
Q 
Q 
o 
Q 
Q 
J) If yes, how many times have you visited Ireland 
before? 
How many nights did you spend in Ireland on this 
it? 
3 nights 
6 nights 
Q 7 or more nights 
Q 
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8. How many nights did you spend in the following 
areas? (plea.<e indicate the number of nights in the box) 
Dublin (city or county) 0 
Wexford! Kilkenny 0 
Cork! Kerry 0 
Clare/ Limerick 0 
Galway/ Mayo 0 
MeathlKildare 0 
Donegal! Sligo 0 
Northern Ireland 0 
Otbers Cl 
9. In what region in Germany do you live? 
o 
o 
o 
Nordrhcin-Westfalen Q 
Hcsscn Q 
Bayem Q 
Baden Wlirttembcrg Q 
Berlin Q 
Niedersachsen Q 
Rheinland-Pfalz Q 
Hamburg 0 
Schleswig-Holstein Q 
Bremen Q 
Saarland Q 
Mecklenburg-Vorpommern Q 
Brandenburg Q 
Sachsen-Anhalt Q 
Sachsen Q 
Thuringen Q 
10. What information did you find had an influence 
on your selection of Ireland as a holiday destination? 
Experience from previous holidays Q 
Advise from friends or relatives Q 
Travel Agent Q 
Promotion literature (e.g . brochures) Q 
OtberQ, ____ ~---------__ 
(please tum over)Q 
• How important were the foDowing factors in seleding Ireland as your holiday destination? Please 
cle the number representing your response, e.g. <D 
Ellremely Very Somewhat Not VeryNol 01 all 
Important Important Importaot Importaot Importaol 
1 2 3 4 5 
ors 
Landscapes & colUltryside 1 2 3 4 5 
Weather & climate I 2 3 4 5 
History & culture I 2 3 4 5 
Special interests & hobbies 1 2 3 4 5 
Friendly people 1 2 3 4 5 
Contact with the Irish people I 2 3 4 5 
Sports activities 2 3 4 5 
Study, or to learn a language 2 3 4 5 
Rest and relaxation 2 3 4 5 
Traditional music & art 2 3 4 5 
Shopping I 2 3 4 5 
Accommodation I 2 3 4 5 
Food & drink I 2 3 4 5 
Value for money I 2 3 4 5 
Accessibility I 2 3 4 5 
'. FoDowing your visit to Ireland, how satisfied are you with the following factors? Please circle the 
mber representing your response, e.g. G) 
Completely Very Neither satisfied Not veryNot at all 
satidied Satisfied or dissatisfied satisfied satisfied 
1 2 3 4 5 
lors 
Landscapes & countryside I 2 3 4 5 
Weather & climate I 2 3 4 5 
History & culture I 2 3 4 5 
Special interests & hobbies I 2 3 4 5 
Friendly people I 2 3 4 5 
Contact ,,~th the Irish people I 2 3 4 5 
Sports activities 2 3 4 5 
Study, or to learn a language 2 3 4 5 
Rest and relaxation I 2 3 4 5 
Traditional music & art I 2 3 4 5 
Shopping I 2 3 4 5 
Accommodation 2 3 4 5 
Food & drink 2 3 4 5 
Value for money 2 3 4 5 
Accessibility I 2 3 4 5 
13 Would you return to Ireland for a holiday in the future? 
Yes 0 
No 0 
Thank you for your co-operation and participation in completing this questionnaire. 
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Haben Sie Ihren Urlaub genossen? 
Wir bitten nur Wll funf Minuten Ihrer Zeit, Wl1 diesen fragebogen auszufullen. 
Bitte aIle Fragen genau durchlesen bevor Sie Ihre Antworten ausfiillen. 
Vielen Dank for Ihre Aufinerksamkeit und Zusannnenarbeit. 
Bitte, den enlse,echenden Kasten k,eu;en eV).· 
1. Minnlich o 
2. Altersgruppe: 
15 - 24 0 
25 - 34 0 
35 - 44 0 
3. Wie sind Sie gefahren ... 
a) allein? 
Weiblich 
45 - 54 
55 - 64 
65 + 
b) zu zweit oder mit mehereren? 
o 
o 
o 
o 
o 
o 
4. Was war das Hauptzweck fhrer Irlandreise? 
Gcschafti Konferenz 0 
Urlaub 0 
Freunde bzw. Bekanntenbesuch 0 
Anders z.B. 0. ________ -----
5. Von welchen der folgenden VerkehrsmitteI 
haben Sie in Irland Gebrauch gemacht? 
Offentliche Transport 0 
Private Autobiisse 0 
Mietwagen 0 
Eigenes Auto/ F reundin Auto 0 
Fahrad 0 
Motorrad 0 
Wohnwagen 0 
Andhalter Fahem 0 
Shannon Cruiser 0 
00) Haben Sie Irland schon frfiher besucht? 
Ja 0 
Nein 0 
b) Wenn ja, wie oft haben Sie frfiher schon 
Irland besucbt? 
7. Wieviele Ubernacbtungen auf dieser Reise 
haben Sie in Irland verbracbt? 
I - 3 Nachte 0 7 oder mehere Nachte 0 
4 - 6 Nachtc 0 
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8. Wieviele Ubernachtungen baben Sie in den 
folgenden Gebieten verbracht? (Bille geben Sie die 
Anzahl de, Ubernachtungen im KasteIL) 
Dublin (Stadt bzw. Graftschaft) 0 
Wexford! Kilkenny 0 
Cork! Kerry 0 
Clare/ Limerick 0 
Galway/ Mayo 0 
Meath/Kildare 0 
Donegal! Sligo 0 
Northern Ireland 0 
Andere Orte bzw. anderswo 0 
o 
o 
D 
9. In welchen Gebiet der Bundesrepublik wohnen 
Sie? 
Nordrhein-Westfalen 0 
Hessen 0 
Bayem 0 
Baden- Wiirttemberg 0 
Berlin 0 
Niedersacbsen 0 
Rbeinland-pfulz 0 
Hamburg 0 
Schleswig-Holstein 0 
Bremen 0 
Saarland 0 
Mecklenburg- Vorpommem 0 
Brandenburg 0 
Sachscn- Anhalt 0 
Sachscn 0 
Thiiringen 0 
10. Welche Informationen baben Sie festgestellt, 
haben Sie beeinfJfisst, Irland aIs Urlaubsziel zu 
wahlen? 
Froherc Urlaubserfahrungen in lrland 0 
Empfchlungcn von Freunden bzw. Verwandten 0 
Reisebiiro 0 
Werbcliteratur (z.8 Broschiiren) 0 
Anders z.B. 0,= ___ ________ _ 
(Bitte WCnden)e 
t. Wie wichtig ubaren bei Ihrer Wahllrlands als Ihr Urlaubsziel, die folgenden Faktoren? 
Bitte kreuzen Sie die Zahl, die Ihrer Wahl entspricht an, z.B. <D 
sauerst sehr zi_mllch nieht fiberbaupl 
wkhlig wichlig wichlig wichlig Dieht wichtig 
1 2 3 4 5 
aoren 
Landsehaft & landliehe Landsehaft I 2 3 4 5 
Wettcr und Klima I 2 3 4 5 
Gesehiehte und Kultur I 2 3 4 5 
Hobbies bzw. spezielle Interessen I 2 3 4 5 
F reundliche Bevolkernng 1 2 3 4 5 
Kontakt mit irischer Bevolkerung 2 3 4 5 
SportaktivitatcD 2 3 4 5 
Studienreisc bzw. cine Fremdsprache lemco 2 3 4 5 
Sich entspanneD und ausriiuhen 2 3 4 5 
lrishe Volksmusik und Kunst 1 2 3 4 5 
Einkaufen 2 3 4 5 
Unterkunft 2 3 4 5 
Essen & Trinken 2 3 4 5 
Prcisgiinstiger Urlaubsort I 2 3 4 5 
Erreichbarkeit I 2 3 4 5 
2. Nach Ihrem jetzigen Irlandbesuch wie zufrieden sind Sie mit den folgenden Faktoren? 
Bitte die Zahl, die Ihrer Antwort entspricht, kreuzen, z.B. <D 
aUS5ent sehr weder zufrieden niehl._hr fiberhaupl 
zufrieden zufrieden ouch unzufrieden zufriedeo zufriedcn 
1 2 3 4 5 
ktoren 
Landschaft & landliehe Landschaft I 2 3 4 5 
Wetter und Klima 2 3 4 5 
Geschiehte und Kultur 2 3 4 5 
Hobbies bzw. spezielle Interessen 2 3 4 5 
Freundliche Bevolkerung I 2 3 4 5 
Kontakt mit irischer Bevolkerung 1 2 3 4 5 
Sportaktivitaten I 2 3 4 5 
Studienrcise bzw. cine Frcmdsprache lemen I 2 3 4 5 
Sich entspannen und aiisruhen 1 2 3 4 5 
Irishe Volksmusik und Kunst 2 3 4 5 
Einkaufen 2 3 4 5 
Unterkunft 2 3 4 5 
Essen & Trinken 2 3 4 5 
Preisgiinstigcr Urlaubsort I 2 3 4 5 
Erreichbarkeit 1 2 3 4 5 
3 Wiirden Sie kiintlig noch einmal in Irland Urlaub machen? 
Ja 0 
Nein 0 
Vielen Dank mr Ihre UnterstUtzung. 
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Appendix 4a: Crosstabulation results 
Those variables with relationships will be indicated by italics and in bold (They will 
also have a significance value 0[0.05 or less). 
Importance of Accessibility with ....... 
Pearsons' Chi - S uare ......... Value D.F. Si ificance. Sam Ie 
Gender 4.85189 4 0.30283 100 
Age group 25.89 20 o 16940 100 
Travelled alone! or 1.34038 4 0.85449 100 
Purpose of travel 28.66337 12 0.0()442 100 
Public traIls port 2.55693 
" 
0.63447 100 
Private coach 7.09006 4 0.\3120 100 
Hire car 28.66337 12 0.0()442 100 
Own! friends car 5.22170 4 0.26530 100 
Bike! tandem 2.74716 4 0.60099 100 
Motorbike 9.75086 4 0.04484 100 
Campervan 3.52847 4 0.47356 100 
Cruiser 7.59483 4 0.10760 100 
Hitch hiked 3.07728 4 0.54498 100 
Visited Ireland before 9.30764 4 0.05385 100 
Times previous visits 34.02804 28 0.19995 32 
South East 19.11742 12 0.08573 100 
North West 23.71453 16 0.09593 100 
German Region of Origin 87.88107 6() ().()1098 100 
NB Information (1) 4().70369 16 ().()0061 100 
Sat. with Accessibility 13().46()8 16 0.0000000 100 
Return for a future holiday? 11.490'<;0 4 0.02157 100 
Satisfaction with Accessibility with ..... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 8.00512 4 0.09139 100 
Age group 44.08910 2() 0.00146 100 
Travelled alone! or 20.5593 4 0.72547 100 
Visited Ireland before 6.71032 4 0.15201 100 
Times previous visits 34.82029 28 0.17516 32 
German Region of Origin 93.68481 6() ().()()352 1O() 
NB Information (1) 34.79036 16 0.()()425 10() 
Return for a future holiday? 13.99418 4 0.00731 100 
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Importance of Accommodation with ..... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Age group 41. 7621 20 0.00297 100 
Public transport 11.4890 4 0.02158 100 
Private coach 18.5880 4 0.00095 100 
Hire car 25.4605 4 0.00004 100 
Bike! tandem 18.1777 4 0.001J4 100 
Times previous visits 44.3085 28 0.02589 32 
German Region of Origin 95.4286 60 0.00246 100 
NB of Rest & Relaxation 121.547 16 0.00000 100 
Sat. with Rest & Relaxation 25 .88779 16 0.05563 100 
Sat. with Accommodation 159.967 16 0.0000000 100 
NB of Food & Drink 502.377 16 0.0000000 100 
Sat. with Food & Drink 39.4998 16 0.00092 100 
Return for a future holiday? 2.2338 4 0.69292 100 
Satisfaction of Accommodation with .... 
Pearsons' Chi - S uare ........ . Value D.F. Si nificance. Sam Ie 
Gender 9.93668 4 0.04151 100 
Age group 56.0498 20 0.00003 100 
Travelled alonel or 5.10104 4 0.27709 100 
Public transport 12.2241 4 0.01576 100 
Private coach 19.7541 4 0.00056 100 
Hire car 36.9142 4 O.OOO()()() 100 
Bike! tandem 14.0615 4 0.0071 100 
Motorbike 5.42658 4 0.24626 100 
Camperv8n 1.66351 4 0.79733 100 
Cruiser 2.07688 4 0.72162 100 
Hitch hiked 6.07834 4 o 19337 100 
Visited Ireland before 14.2108 4 0.00665 100 
Times previous visits 32.25715 28 0.26417 32 
German Region of Origin 103.461 60 0.0042 100 
NB Information (1) 18.74121 16 0.28231 100 
Sat. with Rest & Relaxation Jl8.052 16 0.00000 100 
Retnrn for a future holiday? 24.7659 4 0.00006 100 
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Age Group with ...... 
Pearsons' Chi - S uare ......... Value D. F. Si ificance. Sanl Ie 
Gender 11.8156 5 0.0374 100 
Travelled alone! or 11.4047 5 0.04392 100 
Purpose of travel 37.6908 15 0.001 100 
Public transport 149.081 5 0.0000 100 
Private coach 24.1614 5 0.0002 100 
Hire car 170.525 5 0.00000 100 
Bike! tandem 26.6008 5 0.00007 100 
Motorbike 405008 5 0.54223 100 
Campervan 2.63364 5 0.75625 100 
Cruiser 13.2854 5 0.02085 100 
Hitch hiked 8.3 1 353 5 0.13978 100 
Visited Ireland before 9.71110 5 0.08385 100 
Times previous visits 58.674 35 0.00733 32 
Nights spent on this holiday 21.42H 10 0.01834 100 
Dublin 71.6884 20 0.00000 100 
South East 53. 7738 15 0.00000 100 
South West 60.3043 20 0.00001 100 
Shannon Region 30.64084 5 0.06011 100 
West 52.0924 20 0.00011 100 
North West 89.8355 20 0.00000 100 
Northern Ireland 85.5648 15 0.00000 100 
Midlands East 42.0643 20 0.00271 100 
German Region of Origin 138.686 75 0.1)0001 100 
NB Information (1) 51.8732 20 0.00012 100 
NB of Scenery 41.909 20 0.00284 100 
Sat. with Scenery 42.6631 20 0.00226 100 
NB of Climate 74.3535 30 0.00001 100 
Sat. with Climate 21.33979 20 0.37738 100 
NB of History & Culture 90.4321 25 0.000000 100 
Sat. with History & Climate 59.5128 20 0.00001 100 
NB of Hobbies & Interests 64.5339 20 0.00000 100 
Sat. with Hobbies & Interest 53.4768 25 (1.00078 100 
NB of Friendly People 35 .00402 25 0.08813 100 
Sat. with Friendly People 60.1962 20 0.00001 100 
NB of Contact with the Irish 74.0179 20 0.00000 100 
Sat. with Contact 50.3608 20 0.0002 100 
NB of Sports Activities 34.2143 20 0.02471 100 
Sat. with Sports Activities 56.9431 20 0.00002 100 
NB of Studying 60.6393 20 0.00001 100 
Sat. with Studying 70.7544 20 0.00000 100 
NB of Rest & Relaxation 66.3784 20 0.00000 100 
Sat. with Rest & Relaxation 40.6615 20 0.00412 100 
NB of Music & Art 59.6218 20 0.00001 100 
Sat. with Music & Art 72.4360 20 0.00000 100 
NB of Shopping 67.1969 20 0.00000 100 
Sat. with Shopping 81.2174 20 0.00000 100 
NB of Food & Drink 53.8082 20 0.00006 100 
Sat. with Food & Drink 29.66380 20 0.07549 100 
NB of Value for Money 39.9991 20 0.005 100 
Sat. with Value for Money 36.7638 20 0.01249 100 
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Importance of Climate with ..... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 5.32457 6 0.50291 100 
Travelled alone! or 5.54957 6 0.47549 100 
Purpose of travel 31.2035 18 0.02726 100 
Public transport 20.4948 4 0.0004 100 
Private coach J7.JJ13 4 (1.00184 100 
Hire car 7.70666 4 0.10293 100 
Bike! tandem 5.05154 4 0.28205 100 
Motorbike 8.16980 4 0.08555 100 
Campervan 1.27782 4 0.86513 100 
Cruiser 6.52664 4 0.16312 100 
Hitch hiked 2.01116 4 0.73371 100 
Visited I reland before 4.19536 6 0.65026 100 
Times previous visits 48.6327 28 0.00915 32 
Dublin 15 .38519 16 0.49663 100 
South East 20 .69677 12 0.05500 100 
South West 18 .55348 16 0.29250 100 
West 23.59006 16 0.09885 100 
Nortb West 23.39073 16 0.10368 100 
Northern Ireland 18.53803 12 0.10030 100 
German Region of Origin 130.299 90 0.00354 100 
NB Information (I) 17.7174 24 0.81650 100 
Sat. with Climate 103.471 24 0.00000 100 
Return for a future holiday? 35.1801 6 O. ()()()()O 100 
Satisfaction of Climate with ...... 
Pearsons' Chi - S uare ......... Value D.F. Si nificaoce. Sam Ie 
Gender 0.61896 4 0.96093 100 
Travelled alone! or 16.7()38 4 0.00221 100 
Purpose of travel 33.7894 12 0.00073 100 
Public transport 15.6635 4 0.00351 100 
Private coach 1.56946 4 0.81427 100 
Hire car 5.34063 4 0.15163 100 
Bike! tandem 27.1737 4 ().00002 10() 
Motorbike 8.49479 4 0.07505 100 
Campervan 4 .07524 4 0.39592 100 
Cruiser 7.21598 4 0.12491 100 
Hitch hiked 1.96640 4 0.74194 100 
Visited Ireland before 6.71686 4 0.15163 100 
Times previous visits 39.29: 28 0.07629 32 
Northern Ireland 14.56593 12 0.26604 100 
Midlands East 18.10555 16 0.31775 100 
German Region of Origin 97.0824 60 0.00173 100 
NB Information (1) 22.60295 16 0.12477 100 
Return for a future holiday? 23.4601 4 0.0001 100 
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Importance of Contact with ..... 
Pearsons' Chi - S uare ......... Value D. F. Si nificance. Sam Ie 
Gender 10.33014 4 0.03522 100 
Travelled alone! or 18.48779 4 0.00099 100 
Purpose oftravel 55.85498 12 0.000000 100 
Public transport 17.9457 4 0.00126 100 
Private coach 13.4943 4 0.0091 100 
Hire car 15.69951 4 0.00345 100 
Bike! tandem 0.42998 4 0.97995 100 
Motorbike 6.40869 4 0.17064 100 
Campervan 1.72233 4 0.78666 100 
Cruiser 9.9()378 4 0.04208 100 
Hitch hiked 5.03301 4 0.28393 100 
Visited Ireland before 40.49361 4 0.00000 100 
Times previous visits 41. 769()3 28 0.04558 32 
South West 20.58438 16 0.19505 100 
North West 17.85974 16 0.33217 100 
Northern Ireland 13.44726 12 0.33739 J DO 
German Region of Origin 101.895 60 ().0()()6 100 
NB Information (1) 82.0J979 16 0.00000 100 
NB of Friendly People 900.6129 20 O.()OOOOO 100 
Sat. with Friendly People 243.1198 16 0.000000 100 
Sat. with Contact 419.1851 16 O. 000000 100 
Return for a future holiday? 64.02997 4 O.()OOOOO 100 
Satisfaction of Contact with ..... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 3.82234 4 0.43058 100 
Travelled alone! or 22.89247 4 0.00013 100 
Purpose of travel 81.04696 12 ().OOO()O 100 
Public transport 16.90305 4 ().002()2 100 
Private coach 13.54847 4 0.00888 100 
Hire car 13.17155 4 0.01047 100 
Bike! tandem 5.80326 4 0.21433 100 
Motorbike 1.77553 4 0.77696 100 
Campervan 1.24720 4 0.32471 100 
Cruiser 4.65368 4 0.87027 100 
Hitch hiked 8.04613 4 0.08990 100 
Visited Ireland before 20.39636 4 0.00042 100 
Times previous visits 30.81555 21 0.07678 32 
North West 13 .66481 16 0.62367 100 
Midlands East 24.47834 16 0.07957 100 
German Region of Origin 99.63026 60 0.00099 100 
NB Information (1) 31.40719 16 ().0I193 100 
NB of Friendly People 183.5486 20 0.00000 100 
Sat. with Friendly People 832.7493 16 0.00000 100 
Return for a future holiday? 52.34485 4 0.00000 100 
321 
Importance of Food and Drink with ...... 
Pearson.' Chi - S uare ......... Value D.F. Si ·ficance. Sam Ie 
Gender 14.38408 4 0.00616 100 
Travelled alonel or 3.35394 4 0.50043 100 
Purpose of travel 35.99896 12 0.00032 100 
Public transport 21.95524 4 0.00020 100 
Private coach 9.08296 4 0.05906 100 
Hire car 1.7792 ,1 4 0.77628 100 
Own! friends car 14.3419 4 0.00628 100 
Bikel tandem 2.69878 4 0.60943 100 
Motorbike 5.62958 4 0.22857 100 
Campervan 2.17358 4 0.70387 100 
Cruiser 16.37552 4 0.00255 100 
Hitch hiked 3.49416 4 0.47877 100 
Visited Ireland before 5.54325 4 0.23595 100 
Times previous visits 37.28786 28 0.11265 32 
South Ea.t 12.20918 12 0.42903 100 
South West 21.93724 16 0.14523 100 
German Region of Origin 97.59911 60 0.00155 100 
NB Information (1) 24.41928 16 0.08074 100 
Sat. with Food & Drink 268.6968 16 0.000000 100 
Return for a future holiday? 4.35652 4 0.35990 100 
Satisfaction of Food and Drink with ...... 
Pearsons' Chi - S uare ......... Value D. F. Si nificance. Sam Ie 
Gender 3.25668 4 0.51583 100 
Travelled alone! or 11.71301 4 0.01962 100 
Purpose of travel 37.33880 12 O.()OO2 100 
Public transport 8.75663 4 0.06748 100 
Private coach 5.54051 4 0.23619 100 
Hire car 26.04572 4 O.O()O03 100 
Own! friends car 16.66479 4 0.00225 100 
Bikel tandem 2.21195 4 0.69684 100 
Motorbike 4.95094 4 0.29237 100 
Campervan 3.00307 4 0.55731 100 
Cruiser 2.02678 4 0.73083 100 
Hitch hiked 3.05596 4 0.54850 100 
Visited Ireland before 11.08578 4 0.02562 100 
Times previous visits 31.9927 28 0.27481 100 
South East 21.0 141 12 0.05017 100 
North West 22.74519 16 0.12072 100 
German Region of Origin 84.58628 6{) 0.01998 100 
NB Information (1) 26.24753 16 0.05064 100 
Return for a future holiday? 42.63529 4 O.OOOO() 100 
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Gender with ....... 
Pearsons' Chi - S uare ......... Value D. F. Si nificance. Sam Ie 
Travelled alone! or 9.86209 1 0.00169 100 
Public transport 13.3861 1 0.00025 100 
Private coach 233929 I 0.12615 100 
Hire car 2.65235 1 0.10340 100 
Own! friends car 0.07692 1 0.12615 100 
Bike! tandem 8.36405 1 0.00383 100 
Motorbike 119221 1 0.27488 100 
Campervan 0.69992 1 OA0281 100 
Cruiser 3.05104 1 0.08069 100 
Hitch hiked 0.00639 I 0.93628 100 
Visited Ireland before 0.75200 I 0.38585 100 
Times previous visits 4.05499 7 0.77342 32 
Dublin 8.4965 4 0.07490 100 
South East 1.19192 3 0.75494 100 
South West 4.62031 4 0.32852 100 
Shannon Region 435426 4 036018 100 
West 2.17244 4 0.70408 100 
North West 1.78155 4 0.77586 100 
Northern Ireland 0.97982 3 0.80613 100 
Midlands East 11.6042 4 0.02055 100 
NB of Hobbies & Interests 5.51079 4 0.23878 100 
Sat. with Hobbies & Interest 12.0442 5 0.03419 100 
NB of Sports Activities 6.27777 4 0.17934 100 
Sat. with Sports Activities 8.00728 4 0.09131 )00 
NB of Studying 5.01785 4 0.28547 100 
Sat. with Studying 9.86655 4 0.()4274 1O() 
NB of Shopping 11.5992 4 0.02059 100 
Sat. with Shopping 27.9145 4 ().00001 1O() 
NB of Value for Money 4.61417 4 0.32922 100 
Sat. with Value for Money 12.6963 4 0.01286 100 
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Importance of Music and Art with ....... 
Pearsons' Chi - S uare ......... Value D. F. Si niticance. Sam Ie 
Gender 0.80653 4 0.93757 100 
Travelled aionel or 13.94453 4 0.00747 100 
Purpose of travel 17.78043 12 o 12252 100 
Public transport 6.41122 4 0.17047 100 
Private coach 9.11522 4 0.05828 )00 
Hire car 14.57858 4 0.00566 100 
Own! friends car 8.11 746 4 0.08737 )00 
Bikel tandem 3.49939 4 0.47797 100 
Motorbike 6.72604 4 0.15109 100 
Campervan 2.71299 4 0.60694 100 
Cruiser 13.38397 4 0.00954 100 
Hitch hiked 3.40596 4 0.49232 )00 
Visited Ireland before 4.69387 4 0.32017 100 
Times previous visits 55.79785 28 0.00136 32 
South East 18.88145 12 0.09143 100 
North West 25 .33896 16 0.06407 100 
Northern Ireland 7.76418 12 0.80328 100 
NB Information (1) 183 0898 16 0.30612 100 
NB of Studying 65.24594 16 0.00000 100 
Sat. with Studying 49.42312 16 0.00003 }O{) 
Sat. with Music & Art 415. 19{)1 16 (). (){){)O{){) 100 
Return for a future holiday? 11.04819 4 0.02603 100 
Satisfaction of Music and Art with ..... 
Pearsons' Chi - S uare ......... Value D.F. Si niticance. Sam Ie 
Gender 0.56750 4 0.96661 100 
Travelled alonel or 12.10232 4 0.{)1661 100 
Purpose of travel 10.51355 12 0.57100 100 
Public transport 10.64368 4 0.03087 100 
Private coach 5.32095 4 0.25592 100 
Hire car 6.51114 4 0.16409 100 
Own! friends car 1.23137 4 0.87291 100 
Bikel tandem 6.86766 4 0.14305 100 
Motorbike 15.81208 4 0.00328 100 
Campervan 1.63774 4 0.801 99 100 
Cruiser 7.76618 4 0 .10053 100 
Hitch hiked 3.44005 4 0.48705 100 
Visited Ireland before 4.72291 4 0.31693 100 
Times previous visits 56.95556 28 0.00098 32 
Dublin 18 .67833 16 0.28570 100 
South East 16.71199 12 0.16076 100 
Northern Ireland 15.31663 12 0.22458 100 
Midlands East 23.22890 16 0.28570 100 
NB Information (1) 25.98956 16 0.05418 lao 
NB of Studying 31.839 16 0.01049 100 
Sat. with Studying 119.6828 16 0.00000 100 
Return for a future holiday? 22. {)7{)43 4 0.00019 100 
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Importance of History and Culture with .... . 
Pearsons' Chi - S uare ......... Value D. F. Si nificance. Sam Ie 
Gender 3.73788 5 0.58774 100 
Travelled alone! or 19.26128 5 0.00172 100 
Purpose oftravel 33.85587 15 0.00357 100 
Public transport 15.27022 4 0.00417 100 
Private coach II. 63334 4 0.0203 100 
Hire car 22.05623 4 0.0002 100 
Own! friends car 7.44396 4 0.11421 100 
Bike! tandem 2.84146 4 0.58470 100 
Motorbike 18.10985 4 O. OOIl 7 100 
Campervan 1.89032 4 0.75592 100 
Cruiser 1.905 12 4 0.75320 100 
Hitch hiked 1.76404 4 0.77905 100 
Visited Ireland before 16.15308 5 0.00642 100 
Times previous visits 36.92386 28 0.12055 32 
Nortb West 19.73566 16 0.23236 100 
NB Information (I) 25.60900 20 0.17912 100 
Sat. with History & Climate 473.1221 20 0.000000 100 
NB of Hobbies & Interests 34.24889 20 0.02449 100 
Sat. with Hobbies & Interest 28 .90145 25 0.26806 100 
Return for a future holiday? 3.81 319 5 0.57661 100 
Satisfaction of History and Culture with ..... 
Pearsons' Chi - S uare ....... .. Value D. F. Si nificance. Sam Ie 
Public transport 15.$3624 4 0.00371 100 
Private coach 17.8()758 4 0.00135 100 
Hire car 7.905 34 4 0.09511 100 
Own! friends car 17.3765 4 0.00163 J(}() 
Bike! tandem 8.03772 4 0.09021 100 
Motorbike 6.641 04 4 0.15612 100 
Campervan 1.79501 4 0.77340 100 
Cruiser 2.2 1366 4 0.69653 100 
Hitch hiked 1.23669 4 0.87202 100 
North West 22.73820 16 0.12091 100 
Northern Ireland 9.01 846 12 0.701 35 100 
Midlands East 19.99220 16 0.22057 100 
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German Region of Origin with ..... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 16.10673 15 0.37499 100 
Travelled alone! or 12 .64540 15 0 .62967 100 
Purpose of travel 55 .71681 45 0 .13141 100 
Public transport 18 .50854 15 0.23687 100 
Private coach 27. 773 15 0.02303 100 
Own/ friends car 35.25591 15 0.00226 100 
Bike! tandem 40.08829 15 0.00044 100 
Motorbike 20.36974 15 0.15820 100 
Campervan 2.66103 15 0.99981 100 
Cruiser 16.41291 15 0.35515 100 
Hitch hiked 23.52137 15 0.07368 100 
Visited Ireland before 23.52418 15 0.07363 100 
Times previous visits 118.3818 105 0.17555 32 
Nights spent on this holiday 103.6059 30 0.000000 100 
Dublin 148.5981 60 0.0000000 100 
South East 194.3747 45 0.0000000 100 
South West 156.4458 60 0.000000 100 
Shannon Region 128.7729 60 0.0000000 100 
West 106.9654 60 0.00018 100 
North West 145.4055 60 0.000000 100 
Northern Ireland 72.4391 45 0.00587 100 
Midlands East 147.3381 60 0.000000 100 
NB Information (1) 129.3381 60 0.0000000 100 
NB of Scenery 87.03701 60 0.01284 100 
Sat. with Scenery 86.55869 60 0.01402 100 
NB of History & Culture 86.16912 75 0.17772 100 
NB of Hobbies & Interests 77.29872 60 0.06574 100 
Sat. with Hobbies & Interest 156.6976 75 0.00000 100 
NB of Friendly People 72.42717 75 0.56273 100 
Sat. with Friendly People 86.79815 60 0.01342 100 
NB of Sports Activities 124.9087 60 0.000000 100 
Sat. with Sports Activities I 93.55972 60 0.00361 100 
NB of Studying I 93.63682 60 0.00356 100 
Sat. with Studying 82.10159 60 0.03063 100 
NB of Rest & Relaxation 134.2859 60 0.00000 100 
Sat. with Rest & Relaxation 75.71422 60 0.08300 100 
NB of Music & Art 98.8574 60 0.00118 100 
Sat. with Music & Art 79.08626 60 0.04996 100 
NB of Shopping 95.52485 60 0.00241 100 
Sat. with Shopping 83.82045 60 0.02284 100 
NB of Value for Money 48 .93525 60 0.84565 100 
Sat. with Value for Money 92.40488 60 0.00457 100 
Retnrn for a future holiday? 18.18145 15 0.25325 100 
326 
Important Information with ...... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 8.98584 4 0.06145 100 
Travelled alonel or 34.06397 4 0.000000 100 
Purpose of travel 184.4168 12 0.000000 100 
Public transport 3.46945 4 0.48254 100 
Private coach 27.40449 4 0.00002 100 
Hire car 4 .18877 4 0.38106 100 
Ownl friends car 11.03803 4 0.02614 100 
Bike! tandem 3.34325 4 0.50211 100 
Motorbike 14.67646 4 0.00542 100 
Campervan 2.83373 4 0.58602 100 
Cruiser 16.48195 4 0.00244 100 
Hitch hiked 5.76818 4 0.21714 100 
Visited Ireland before 714.1042 4 0.00000 100 
Times previous visits 15.29289 28 0.97518 32 
Nights spent on this holiday 56.40964 8 0.000000 100 
Dublin 31.94734 16 0.01016 100 
South East 36.67525 12 0.00025 100 
South West 48.65446 16 0.00004 100 
Shannon Region 29.16349 16 0.02286 100 
West 54.43264 16 0.000000 100 
North West 47. 913911 16 0.00005 100 
Northern Ireland 12.09511 12 0.43807 100 
Midlands East 15 .17125 16 0.51213 100 
NB of Scenery 63.7787 16 0.00000 100 
Sat. with Scenery 45.93123 16 0.0001 100 
NB of Hobbies & Interests 28.41486 16 0.02819 100 
Sat. with Hobbies & Interest 37.89089 20 0.00913 100 
NB of Friendly People 61.34886 20 0.00000 100 
Sat. with Friendly People 19.35809 16 0.25053 100 
NB of Sports Activities 32.28313 16 0.00918 100 
Sat. with Sports Activities 17.34508 16 0.36361 100 
NB of Studying )5.39960 16 0.49559 100 
Sat. with Studying 25.06992 16 0.06860 100 
NB of Value for Money 39.72352 16 0.00085 100 
Sat. with Value for Money 39.27274 16 0.00099 100 
Return for a future holiday? 7.74299 4 0.10146 100 
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Number of Nights Spent in Ireland on this Visit ........ 
Pearsons' Chi - S uare ......... VaJue D.F. Si nificance. Sam Ie 
Gender 23911 2 0.30254 100 
Travelled alone! or 56.63342 2 0.000000 100 
Purpose of travel 268.07332 6 0.000000 100 
Public transport 2.18586 2 0.33523 100 
Private coach 5.27184 2 0.07165 100 
flire car 0.4430 I 2 0.80131 100 
Own! friends car 0.08305 2 0.95932 100 
Bike! tandem 7.06334 2 0.02926 100 
Motorbike 1.02947 2 0.59766 100 
Campervan 0.21825 2 0.89662 100 
Cruiser 0.73247 2 0.69334 100 
Hitch hiked 0.78408 2 0.67568 100 
Visited Ireland before 2.64096 2 0.26701 100 
Times previous visits 12 .59037 14 0.559 32 
Dublin 48.11466 8 0.000000 100 
South East 20.953 6 0.00187 100 
South West 52.33484 8 0.000000 100 
Shannon Regioo 40.56474 8 0.000000 100 
West 65.17327 8 0.0000000 100 
North West 22.7/145 8 0.00376 100 
Northern Ireland 10.12561 6 0.1l946 100 
Midlands East 9.92118 8 0.2706 100 
Return for a foture holiday? 2.39246 2 0.30233 100 
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Purpose of Holiday with ...... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Travelled alone! or 176.96089 3 0.000000 100 
Public transport 22.33049 3 0.00006 1011 
Private coach f6.50656 3 0.00089 filII 
Hire car 211.329113 3 0.1111015 fIIO 
Own! friends car 33.25624 3 0.011000 fIIO 
Bike! tandem 1.86699 3 0.60047 100 
Motorbike 1.23974 3 0.74349 100 
Campervan D.95622 3 0.81184 100 
Cruiser 2.53965 3 0.46817 100 
Hitch hiked 1.20457 3 0.75191 100 
Times previous visits 36. 89fl4 21 0.01732 32 
Dublin 91.33458 12 0.000000 fIIO 
South East 52.2942 9 0.0000110 fOO 
South West 78.87878 12 0.000000 1011 
Shannon Region 145.54282 12 0.0000011 100 
West 93.58821 f2 0.1101100 100 
NortbWest 43.31737 12 0.011002 100 
Northern Ireland 16.04176 9 0.06601 100 
Midlands East 397.40995 12 0.00000 100 
NB of Hobbies & Interests 20.15280 12 0.06425 100 
Sat. with Hobbies & Interest 38.730117 15 0.0007 100 
Sat. with Sports Activities 28.89517 12 0.fJfJ408 fOO 
NB of Studying J()0.68749 12 O.fJfJOOO 100 
Sat. with Studying 55.81287 12 0.000000 fIIO 
NB of Rest & Relaxation 1809370 12 0.11287 100 
Sat. with Rest & Relaxation 24.44579 12 0.01768 100 
NB of Value for Money 13.38532 12 0.34167 100 
Sat. with Value for Money 31.00389 12 0.00197 J()O 
Return for a future holiday? 12.78557 3 0.00512 filII 
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Importance of Friendly People with ...... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 4.99652 5 0.41630 100 
Travelled alone! or 6.16159 5 0.29081 100 
Public transport 9.98582 4 0.04067 JOO 
Private coach 10.45555 4 0.03341 100 
Hire car 2.72263 4 0.60526 \00 
Own! friends car 5.51466 4 0.23844 100 
Bike! tandem 7.64944 4 0.10530 100 
Motorbike 15.54457 4 0.0037 JOO 
Campervan 0.88985 4 0.92601 lOa 
Cruiser 8.86995 4 0.06443 100 
Hitch hiked 0.58375 4 0.96485 100 
Visited I reland before 33.06413 5 0.00000 JOO 
Dublin 13 .74 16 0.61808 100 
South West 8.37534 16 0.93690 100 
North West 17.80926 16 0.33518 100 
Northern Ireland 11.36847 12 0.49763 100 
Midlands East 19.22367 16 0.25724 100 
Sat. with Friendly People 192.76341 20 0.000000 100 
NB of Contact with the Irish 900.61296 20 0.000000 100 
Sat. with Contact 183.54860 20 0.000000 100 
Return for a future holiday? 45.9031 5 O.OO()OOO 100 
Satisfaction with Friendly People with ...... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 7.26383 4 0.12259 100 
Travelled alone! or 10.12314 4 0.0384 100 
Purpose of travel 20.67865 12 0.05529 100 
Public transport 5.64367 4 0.99743 100 
Private coach 13.43712 4 0.00933 100 
Hire car 6.22275 4 0 .18312 100 
Own! friends car 11.5.1145 4 0.0212 100 
Bike! tandem 5.84652 4 0.21091 100 
Motorbike 0 .14683 4 0.99743 100 
Campervan 0.88537 4 0.92665 100 
Cruiser 103666 4 0.90419 100 
Hitch hiked 1.89513 4 0.75504 100 
Visited Ireland before 12.99015 4 0.01132 100 
Times previous visits 51.40273 28 0.00449 100 
Dublin 20.83406 16 0.18498 100 
South East 17.34710 12 0.13700 100 
South West 16.25480 16 0.43532 100 
Northern Ireland 9.41283 12 0.66732 100 
Midlands East 21.37500 16 0.16454 100 
NB of Contact with the Irish 243.1198 16 0.00000 100 
Sat. with Contact 832. 74938 16 0.00000 100 
Return for a future holiday? 51.88562 4 0.00000 100 
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Return with ..... 
Pearsons' Chi - S uare ......... Value D. F. Si nificance. Sam Ie 
Gender I 1.98287 I 0.15909 100 
Travelled alone! or 1 1.65751 0.19794 100 
Public transport 1.02007 I 0.31250 100 
Private coach 5.24155 1 0.02205 100 
Hire car 0.17785 I 0.67323 100 
Own! friends car 0.13318 I 0.71515 100 
Bike! tandem 0.62117 I 0.43061 100 
Motorbike 0.55571 I 0.45599 100 
Campervan 0.11781 0.73142 100 
Cruiser 0.39539 I 0.52948 100 
Hitch hiked 0.47539 I 0.49052 100 
Visited I reI and before 072730 0.39376 100 
Times previous visits 5.00484 7 0.65937 32 
Dublin 1.64679 4 0.80036 100 
South East 4.52447 3 0.21012 100 
South West 2.29078 4 0.68245 100 
Shannon Region 5.60878 4 0.23033 100 
West 11.0704 4 0.02578 100 
North West 6.17985 4 0.18611 100 
Northern Ireland 4.64920 3 0.19936 100 
Midlands East 2.58328 4 0.62979 100 
NB of Scenery 16.6933 4 0.00222 100 
Sat. with Scenery 37.4307 4 0.000000 100 
NB of Hobbies & Interests 11.9889 4 0.01743 100 
Sat. with Hobbies & Interest 59.6691 5 0.00000 100 
NB of Sports Activities 4.41744 4 0.35245 100 
Sat. with Sports Activities 12.7781 4 0.01241 100 
NB of Studying 2.8H952 4 0.57648 100 
Sat. with Studying 17.6043 4 0.00147 100 
NB of Shopping 8.61293 4 0.07154 100 
Sat. with Shopping 37.0741 4 0.00000 100 
NB of Value for Money I 4.23314 4 0.37537 100 
Sat. with Value for Money 138.6218 4 0.00000 100 
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Importance of Rest and Rela;!:ation with ....... 
Pearsons' Chi - S ,uare ......... Value D.F. Si ificance. Sam Ie 
Gender 1.88245 4 0.75737 100 
Travelled alonel or 4.63802 4 0.32649 100 
Public transport 2.83548 4 0.58572 100 
Private coach 34.33408 4 0.00000 100 
Own! friends car 31.65173 4 0.000000 100 
Bikel tandem 6.47174 4 0.16658 100 
Campervan 4.91909 4 0.29570 100 
Crniser 446405 4 0.34683 100 
Hitch hiked 2.30340 4 0.68015 100 
Visited Ireland before 22.96672 4 0.00013 100 
Times previous visits 38 .15623 28 0.09548 32 
South East 19.60982 12 0.07484 100 
Shannon Region 2129353 16 0.16750 100 
West 24.25422 16 0.08410 100 
Northern Ireland 15.11882 12 0.23500 100 
NB of Hobbies & Interests 73.43694 16 0.000000 100 
Sat. with Hobbies & Interest 58.86004 20 0.00001 100 
NB of Sports Activities 84.20116 16 0.000000 100 
Sat. with Sports Activities 34.40625 16 0.00479 100 
NB of Studying 86.753114 16 0.00000 100 
Sat. with Studying 60.211114 16 0.00000 100 
Sat. with Rest & Relaxation 491.0442 16 0.00000 100 
NB of Value for Money 66.36439 16 0.00000 100 
Sat. with Valne for Money 28.01192 16 0.03152 100 
Return for a future holiday? 30.49581 4 0.000000 100 
Satisfaction with Rest and Relaxation with ...... 
Pearsons' Chi - S uare ......... Value D.F. Si ificance. Sam Ie 
Gender 7.64652 4 0.10542 100 
Travelled alonel or 1.76723 4 0.77847 100 
Public transport 4.13660 4 0.38783 100 
Private coach 31.82546 4 0.000000 100 
Hire car 11.45202 4 0.02193 100 
Own! friends car 14.5228 4 0.0058 100 
Bikel tandem 3.06247 4 0.54743 100 
Motorbike 17.06669 4 0.00188 100 
Campervan 21.06962 4 0.00031 100 
Cruiser 1.41802 4 0.84106 100 
Hitch hiked 3.77023 4 0.43799 100 
Visited Ireland before 32.03874 4 0.00000 100 
Times previous visits 33 .35032 28 0.22308 32 
South East 17.70891 12 0.12482 100 
South West 24.15219 16 0.08623 100 
Shannon Region 18 .16315 16 0.3 1443 100 
Northern Ireland 17.95482 12 0.11707 100 
Midlands East 21.42751 16 0.16266 100 
NB of Hobbies & Interests 33.4257 16 0.00649 100 
Sat. with Hobbies & Interest 92.33669 20 0.00000 100 
N B of Sports Activities 30.59842 16 0.01514 100 
Sat. with Sports Activities 127.5495 16 0.00000 100 
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NB of Studying 40.33534 16 0.001J7 100 
Sat. with StudYing 265.9655 16 O.O()()O 100 
NB of Value for Money 26.01349 16 0.5384 100 
Sat. with Value for Money 45.00269 16 0.00014 100 
Return for a fnture boliday? 29.59005 4 0.01J01J1 100 
Importance of Scenery with ..... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 1.65254 4 0.79932 100 
T ravelled alone! or 50.19714 4 IJ.OOOIJIJO 100 
Purpose of travel 144.8675 12 0.000000 100 
Public transport 8.11 865 4 0.08733 100 
Private coacb 8.12191 4 0.08721 100 
Hire car 1().6471J3 4 0.03083 100 
Own! friends car 2.38073 4 0.66611 100 
Bike! tandem 1.91541 4 0.75131 100 
Motorbike 22.90591 4 0.00013 10() 
Campervan 0.28365 4 0.99084 100 
Cruiser 13.52272 4 0.00898 100 
Hitch hiked 2.77835 4 0.59558 100 
Visited Ireland before 3.82290 4 0.43050 100 
Times previous visits 32.80713 28 0.24292 32 
Northern Ireland 10.10955 12 0 .60635 100 
Sat. with Scenery 511.1149 16 ().OIJOOIJO 100 
Return for a future holiday? 16.69330 4 0.00222 100 
Satisfaction of Scenery with ..... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 14.3323 4 0.00631 100 
Travelled alone! or 32.5249 4 0.00000 101J 
Purpose of travel 88.48828 12 0.00000 100 
Public transport 1.36103 4 0.85094 100 
Private coach 3.04428 4 0.55044 100 
Hire car 2.34270 4 0.67301 100 
Own! friends car 3.13096 4 0.53615 100 
Bike! tandem 2.89138 4 0.57616 100 
Motorbike 1.29018 4 0.86304 100 
Campervan 2.22604 4 0.69426 IOU 
Cruiser 0.44978 4 0.97820 100 
Hitch hiked 13.1J82()6 4 0.01088 100 
Visited I reland before 6.94103 4 0.13904 100 
Times previous visits 15 .2697 1 21 0.80918 32 
Dublin 26.10393 16 0.05258 100 
North West 23 .26232 16 0.10690 100 
Northern Ireland 7.33427 12 0.83476 100 
Midlands East 5.21238 16 0.99459 100 
Return for a future holiday? 37.43077 4 O.OIJOIJOO 100 
333 
Importance of Shopping with ...... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Travelled alone! or 12.67632 4 0.01297 100 
Public transport 0.45723 4 0.97753 100 
Private coach 8.87351 4 0.06434 100 
Hire car 2.12556 4 0.71268 100 
Own! friends car 0.24509 4 0.99308 100 
Bike! tandem 7.55091 4 0.10949 100 
Motorbike 36.77924 4 0.00000 100 
Campervan 2.45288 4 0.65309 100 
Cruiser 2.70150 4 0.60895 100 
Hitch hiked 5.05136 4 0.28207 100 
Visited Ireland before 11.16443 4 0.02478 100 
Times previous visits 57.60698 28 0.00082 100 
North West 21.09109 16 o 17504 100 
Northern Ireland 20.91613 12 0.05162 100 
Sat. with Shopping 344.9096 16 0.00000 100 
NB of Value for Money 186.4737 16 0.000000 100 
Sat. with Value for Money 108.9173 16 0.000000 100 
Satisfaction with Shopping with ..... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Travelled alone! or 3.57969 4 0.46627 100 
Public transport 12.8731 4 0.01191 100 
Private coach 1.96732 4 0.74177 100 
Hire car 10.75129 4 0.02951 100 
Own! friends car 905187 4 0.05982 100 
Bike! tandem 15.03302 4 0.00463 100 
Motorbike 5.46272 4 0.24303 100 
Campervan 1.12729 4 0.88992 100 
Cruiser 19.26829 4 0.00070 100 
Hitch hiked 1.97272 4 0.74078 100 
Visited Ireland before 3.73598 4 0.44291 100 
Times previous visits 39.95429 28 0.06675 32 
South East 13 .70793 12 0.31975 100 
Northern Ireland 17.65363 12 0.12662 100 
NB of Value for Money 43.48331 16 0.00024 100 
Sat. with Value for Money 1SJ.4991 16 0.00000 100 
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Times previous visits to Ireland with ....... 
Pearsons' Chi - Snare ......... ! Valne D. F. Si nificance. Sam Ie 
Gender 4.05499 7 0.77342 32 
Travelled alonel or 5.03205 7 0.65605 32 
Purpose of travel 36.89114 2] 0.01732 100 
Public transport 19.14139 7 0.00776 100 
Private coach 8.51374 7 0.23948 32 
Hire car 9.31507 7 0.23082 32 
Own! friends car 30.40279 7 0.00008 100 
Bike! tandem 6.64843 7 0.46638 32 
Motorbike 5.13928 7 0.64297 32 
Campervan N!A N!A N!A N/A 
Cruiser N/A N/A N/A N/A 
Hitch hiked 6.70980 7 0.45971 32 
Visited Ireland before 7.18203 7 0.41018 32 
Nights spent on this holiday 12.59037 14 0.55900 32 
Dublin 69.06196 28 0.00003 100 
South East 27.56411 21 0.15295 32 
South West 75.31298 28 0.00000 100 
Shannon Region 46.6832 28 0.01479 100 
West 70.29769 28 0.00002 100 
North West 59.60463 28 0.00046 100 
Northern Ireland 42.17795 21 0.004 100 
Midlands East 51.78405 21 0.0002 100 
NB of Value for Money 41.01276 28 0.05356 32 
Sat. with Value for Money 30.52118 28 0.33875 32 
Return for a future holiday? 5.00484 7 0.65937 32 
Importance of Studying with ..... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 501785 4 0.28547 100 
Travelled alonel or 27.05198 4 0.00002 100 
Purpose of travel 100.6874 12 0.00000 100 
Public transport 19.06637 4 0.00076 100 
Private coach 18.10826 4 0.00118 100 
Hire car 24.65072 4 0.00006 100 
Own! friends car 3.51428 4 0.47571 100 
Bike! tandem 6.51675 4 0.16374 100 
Motorbike 9.65366 4 (J.()4668 100 
Campervan 4.51319 4 0.34099 100 
Cruiser 14. 73949 4 0.()O527 100 
Hitch hiked 607992 4 0.19326 100 
Visited Ireland before 7.27139 4 0.12222 100 
Times previous visits 26.66647 28 0.53646 32 
Northern Ireland 16.02516 12 0.19009 100 
German Region of Origin 93.63682 60 0.00356 100 
NB Information (1) 15.39960 16 0.49559 100 
NB Information (3) 7.93348 8 0.43999 100 
Sat. with Studying 523.7038 16 0.00000 100 
NB of Value for Money 45.40551 16 0.00012 100 
Sat. with Value for Money 28.45476 16 0.02788 100 
Return for a future holiday? 2.88952 4 0.57648 100 
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Satisfaction with Studying with ...... 
Pearsons' Chi - S uare ......... Value D. F. Si nificance. Sam Ie 
Gender 9.86655 4 0.04274 100 
Travelled alone! or 23.61789 4 0.0001 100 
Purpose oftravel 55.81287 12 0.00000 100 
Public transport 9.66315 4 0.0465 100 
Private coach IJ.22765 4 0.02412 100 
Hire car 32.56205 4 0.00000 100 
Own! friends car 8.85982 4 0.06470 100 
Bike! tandem 9.03883 4 0.06014 100 
Motorbike 7.75515 4 0.10097 100 
Campervan 47.05513 4 0.00000 100 
Cruiser 12.89424 4 0.0118 100 
Hitch hiked 4.05564 4 0.39853 100 
Visited Ireland before 3.20369 4 0.52434 100 
Times previous visits 31 .07487 28 0.31377 32 
South East 15.11234 12 0.23535 100 
North West 17.46668 16 0.35604 100 
Northern Ireland 9.25748 12 0.68079 100 
German Region of Origin 82.10159 60 0.03063 100 
NB Information (I) 25 .06992 16 0.06860 100 
NB of Value for Money 50.31271 16 0.00002 100 
Sat. with Value for Money 65.69352 16 0.00000 100 
Return for a future holiday? 17.60436 4 0.00147 100 
Importance of Hobbies and Special Interests with ....... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Travelled alone! or 19.24254 4 0.00()7 100 
Public transport 12.3301 4 0.01506 100 
Private coach 0.56096 4 0.96730 100 
Hire car 23.69914 4 0.00009 100 
Own! friends car 13. 76852 4 0.00807 100 
Bike! tandem 28.42435 4 0.00001 100 
Motorbike 5.48427 4 0 .24112 100 
Campervan 4.45171 4 0.34831 100 
Cruiser 12.54445 4 0.01373 100 
Hitch hiked 2.61838 4 0.62357 100 
Visited Ireland before f().92915 4 0.02737 1()0 
Times previous visits 47.2453 28 0.0129 100 
Dublin 19.77446 16 0.23055 100 
Northern Ireland 19.96810 12 0.06769 100 
Sat. with Hobbies & Interest 378.8529 20 (). ()O()OOOO 100 
NB of Sports Activities 442.1439 16 ().OO()()OO 100 
Sat. with Sports Activities 130.4484 16 O.OO()OOO 100 
NB of Studying 8().90985 16 ().O()()O()O 100 
Sat. with StUdying 22.11769 16 0.)3943 100 
NB of Value for Money 78.206()1 16 O.()()OO() 1()() 
Sat. with Value for Money 42.1086 16 0.00038 10() 
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Satisfaction with Hobbies and Special Interests with ..... 
Pearsons' Chi - S uare ......... Value D.F. Si ificance. Sam Ie 
Public transport 2.29 164 4 0.68229 100 
Private coach 2.46815 4 0.65035 100 
Hire car 8.99467 4 0.06123 100 
Own! friends car 5.64655 4 0.22714 100 
Bike! tandem 4.27565 4 0.36998 100 
Motorbike 16.5fJ316 4 fJ.00241 100 
Campervan 2.50283 4 0.6441 3 100 
Cruiser 12.99388 4 0.01131 100 
Hitch hiked 173348 4 0.78463 100 
Visited Ireland before 6.72353 5 0 .24203 100 
Times previous visits 58.29111 35 0.00802 32 
Midlands East 14.2896 1 16 0.57715 100 
NB of Sports Activities 176.329 20 0.000000 100 
Sat. with Sports Activities 655.2945 20 0.000000 100 
NB of StUdying 26. 13841 20 0.1 6129 100 
Sat. with Studying 209.0821 20 0.000000 10fJ 
NB of Value for Money 47. 12353 20 0.00056 100 
Sat. with Value for Money 71.91855 20 0.000000 100 
Importance of Sports activities with ...... 
Pearsons' Chi - S ,uare ......... Value D.F. Si nificance. Sam Ie 
Gender 6.27777 4 0.17934 100 
Age group 34.21438 20 0.02471 100 
Travelled alone! or 14.00647 4 0.00727 100 
Public transport 5.38606 4 0,24993 100 
Private coach 4.28418 4 0.36891 100 
Hire car 12.82894 4 0.01214 J()O 
Own! friends car 9.51474 4 0.04945 10fJ 
Bike! tandem 40.47291 4 O.OOOOfJO 10fJ 
Motorbike 8.73168 4 0.068 17 100 
Campervan 5.60630 4 0.23054 100 
Cruiser 15.6236 4 0.00357 100 
Hitch hiked 1.28600 4 0.86375 100 
Visited Ireland before 6.87750 4 0.14251 100 
Times previous visits 52.95543 28 0.00297 100 
Northern Ireland 19.20958 12 0.08359 100 
NB of Hobbies & Interests 442.1439 16 0.00000 100 
Sat. with Hobbies & Interest 176.329 20 0.00000 100 
Sat. with Sports Activities 483.9038 16 O.OOOOOOfJ 10fJ 
NB of Studying 161.6476 16 O.OOfJOOOfJ 1fJO 
Sat. with Studying 27. 78649 16 0.fJ3353 100 
NB of Value for Money 47.19602 16 0.00006 100 
Sat. with Value for Money .I3.42204 16 0.00649 100 
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Satisfaction with Sports Activities with ..... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 800728 4 0.09131 100 
Age group 56.94316 20 0.000()2 JOO 
Travelled a10nel or 4.61894 4 0.32185 100 
Public transport 6.66718 4 0.15456 100 
Private coach 10.91641 4 0.02752 JOO 
Hire car 32.50305 4 (). ()()()()()() 100 
Own! friends car 26.99635 4 0.00002 JOO 
Bikel tandem 19.01638 4 0.00078 100 
Motorbike 11.02561 4 0.02628 JOO 
Campervan 9.80592 4 0.()4383 JOO 
Cruiser 2.01414 4 0.73316 100 
Hitch hiked 1.78447 4 0.77532 100 
Visited Ireland before 1.80382 4 0.77178 100 
Times previous visits 28 .56887 28 0.43463 32 
Dublin 19.28481 16 0.25417 100 
Shannon Region 25 .52898 16 0.06103 100 
Northern Ireland 13 .19846 12 0.35478 100 
NB of Hobbies & Interests 130.4484 16 0.000000 100 
Sat. with Hobbies & Interest 655.2945 20 0.000000 100 
NB of Studying 36.14166 16 0.00277 JOO 
Sat. with Studying 301.2773 16 0.00000 100 
NB of Value for Money 50.30455 16 0.00002 100 
Sat. with Value for Money 50.83192 16 0.00002 JOO 
Travelled alonel or in a group oftwo or more with •....... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender ' 9.86209 1 0.()0169 100 
Purpose of travel 176.961 3 0.00000 JOO 
Public transport 5.4779 1 0.01926 JOO 
Private coach 1.32971 I 0.24886 100 
Hire car 28.1325 1 0.00000 JOO 
Own! friends car 13.841 1 ().()002 JOO 
Bikel tandem 2.74546 I 0.09753 100 
Motorbike 1.84372 I 0.17452 100 
Campervan 1.40980 0.23509 100 
Cruiser U1l80 0.25207 100 
Hitch hiked 5.6888 1 0.01707 100 
Dublin 17.7787 4 0.00136 JO() 
South East 38.0699 3 0.0000000 JOO 
South West 54.2684 4 O.OOO()OO JO() 
Shannon Region 42.7375 4 0.000000 100 
West 58.6264 4 0.000000 JOO 
North West 17.1291 4 0.00182 100 
N orthero Ireland 2.72203 3 0.43650 100 
Midlands East 7.32735 4 0.11957 100 
German Region of Origin 12.6454 15 0.62967 100 
338 
Importance of Value for Money with ....... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 4.61417 4 0.32922 100 
Purpose of travel 13.38532 12 0.34167 100 
Public transport 4.44812 4 0.34874 100 
Private coach 8.93327 4 0.06279 100 
Hire car 2.47590 4 0.64896 100 
Own! friends car Jl.65929 4 0.02007 100 
Bike! tandem 13.6708 4 0.00842 100 
Motorbike 8.89961 4 0.06366 100 
Campervan 12.23343 4 0.0l.'i7 100 
Cruiser 5.52403 4 0.23763 100 
Hitch hiked 3.18253 4 0.52773 100 
Visited Ireland before /0.25834 4 0.03629 100 
South East 20.39290 12 0.06001 100 
North West 23 .22833 16 0.10777 100 
German Region of Origin 48.93525 60 0.84565 100 
NB of Studying 45.40551 16 0.00012 100 
Sat. with Studying 50.31271 16 0.00002 100 
NB of Shopping 186.4737 16 O.OOO()O() 100 
Sat. with Shopping 43.48331 16 0.00024 100 
Sat. with Value for Money 207.9049 16 0.000000 100 
Return for a future holiday? 4.23314 4 0.37537 100 
Satisfaction with Value for Money with ...... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Gender 12.69632 4 0.01286 100 
Purpose of travel 31.00389 12 0.00197 100 
Public transport 4.26518 4 0.37131 100 
Private coach 14.13827 4 0.00687 ]()O 
Hire car 9.17342 4 0.05691 100 
Own! friends car 3.77308 4 0.43759 100 
Motorbike 14.42914 4 0.00604 100 
Hitch biked 5.36M2 4 0.25154 100 
Visited Ireland before 20.63018 4 0.00037 100 
Northern Ireland 18.60177 12 0.09860 100 
German Region of Origin 92.40488 60 0.00457 100 
NB of Studying 28.45476 16 0.02788 100 
Sat. with Studying 65.69352 16 0.00000 100 
NB of Shopping 108.9173 16 0.000000 100 
Sat. with Shopping 151.4991 16 0.000000 100 
Return for a future holiday? 38.62189 4 0.00000 100 
339 
Visited Ireland before with ....... 
Pearsons' Chi - S uare ......... Value D. F. Si nificance. Sam Ie 
Public transport 2.36348 I 0.12420 100 
Private coach 14. 7836 I 0.00012 100 
Hire car 2.20672 I 0.13741 100 
Own! friends car 10.6475 1 0.0011 100 
Bike! tandem 0.00804 I 0.92857 100 
Motorbike 0.78682 0.37506 100 
Campervan 1.40834 0.23533 100 
Cruiser 4.72652 1 0.0297 100 
Hitch hiked 1.83462 o 17558 100 
Dublin 20.0258 4 0.00049 100 
South East 26.3745 3 (WOOOI 100 
South West 52.8238 4 0.000000 100 
Shannon Region 26.7737 4 0.000002 100 
West 32. 5761 4 0.000000 100 
North West 29. 7995 4 0.00001 100 
Northern Ireland 110601 3 0.77562 100 
Midlands East 9.66321 4 0.04650 100 
Dublin Region witb ....... 
Pearsons' Chi - S uare ......... Value D.F. Si nificance. Sam Ie 
Public transport 58.6075 4 0.000000 100 
Private coach 7.88064 4 0 .09605 100 
Hire car 15.0462 4 0.00461 100 
Own! friends car 27.7597 4 O.O()O()I 1()0 
Bike! tandem I 2.54527 4 0.63655 100 
Motorbike 12.7873 4 ().01236 100 
Campervan 2.99760 4 0.55823 100 
Cruiser 1.09255 4 0.89545 100 
Hitch hiked 2.88866 4 0.57663 100 
Midlands East with ...... 
Pearsons' Chi - S uare ......... Value D. F. Si nificaoce. Sam Ie 
Public transport 41.2036 4 ().OOOOOO 100 
Private coach 16.4133 4 0.00251 100 
Hire car 44.9899 4 0.00000 10() 
Own! friends car 7.16482 4 0.12743 100 
Bike! tandem 10.0619 4 (). ()394 100 
Motorbike 5.55008 4 0.23536 100 
Campervan 132129 4 0.85775 100 
Cruiser 129.398 4 O.OO()OO 100 
Hitch hiked 2.43660 4 0.65602 100 
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Northern Ireland with ........ 
Pearsons' Chi - S uare ......... Value D. F. Si nifical!ce. Sam Ie 
Public transport 26.6825 3 OJ}OOOJ 100 
Private coach 5.29092 3 0.151 69 100 
Hire car 6.05040 3 0.10918 100 
Own! friends car 12.5682 3 0.00567 100 
Bike! tandem 1.64821 3 0 .64851 100 
Motorbike 2.371 87 3 0.49889 100 
Campervan 3.382 12 3 0.33638 100 
Cruiser 29.5665 3 0.00000 100 
Hitch hiked 2.55322 3 0.46575 100 
North West Region with ...... 
Pearsons' Chi - S uare ......... Value D.F. Si ificance. Sam Ie 
Public transport 55.0801 4 0.00000 100 
Private coach 12.9219 4 0.OII66 100 
Hire car 26.7979 4 0.00002 100 
Own! friends car 9.64165 4 0.04692 100 
Bike! tandem 14.3686 4 0.00621 100 
Motorbike 40.4931 4 0.00000 100 
Campervan 0.72941 4 0.94765 100 
Cruiser 7.49456 4 0.11195 100 
Hitch hiked 5.93234 4 0.20426 lOa 
Shannon Region with ...... 
Pearsons' Chi - S uare ......... Value D. F. Si nificance. Sam Ie 
Public transport 35.2002 4 0.00000 100 
Private coach 19.7226 4 0.00057 100 
Hire car 48. 9462 4 0.00000 100 
Own! friends car 1.46007 4 0.83369 100 
Bike! tandem 15. 92.H 4 0.00312 100 
Motorbike 1.85215 4 0.76293 100 
Campervan 1.9375 J 4 0.74725 100 
Cruiser 91.039 4 0.000000 100 
Hitch hiked 1.50002 4 0.82664 100 
South East Region with ....... 
Pearsons' Chi - S uare ..... .... Value D. F. Si nificance. Sam Ie 
Public transport 44.570 3 0.00000 100 
Private coach 33.4729 3 0.00000 100 
Hire car 21.4951 3 0.00008 100 
Own! friends car 8.70148 3 0.03353 100 
Bike! tandem 1.04462 3 0.79046 100 
Motorbike 10.6741 3 0.01363 100 
Campervan 2.53970 3 0.46816 lOO 
Cruiser 0 .95462 3 0.8l223 lOO 
Hitch hiked 8.98134 3 0.02954 100 
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South West region with ...... 
Pearsons' Chi - S uare ......... Value D. F. Si nificance. Sam Ie 
Public transport 42.2067 4 0.00000 100 
Private coach 16.1664 4 0.0028 100 
Hire car 19.2468 4 0.0007 100 
Own! friends car 25.1716 4 0.00005 100 
Bike! tandem 10.4173 4 0.03396 100 
Motorbike 2.93202 4 0.56927 100 
Campervan 2.46369 4 0.65115 100 
Cruiser 23.4771 4 0.0001 100 
Hitch hiked 0.71271 4 0.94975 100 
T,he West Region with ....... 
Pearsons' Chi - S "are ......... I Value D. F. Si nificance. Sam Ie 
Public transport 34.4204 4 0.00000 100 
Private coach 10.7132 4 0.02998 100 
Hire car 21.3707 4 0.00027 100 
Bike! tandem 18.2635 4 0.()()I1 1O() 
Motorbike 4.19555 4 0.38019 100 
Campervan 1.17436 4 0.88230 100 
Cruiser I 3.30366 4 0.50835 100 
Hitch hiked 0.64311 4 0.95816 100 
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Maunt Eagle, Ca. Kerry 
Werde ich mich don 
Sobald Sie einen Fuf5 auf die Grline Insel setzen, werden Sie sich heimisch 
fUhlen. Entdecken Sie die Schonheit und Vielfalt der unberlihrten Natur mit 
ihrer unendlichen Weite. 
Die Aufgeschlossenheit und Gastfreundlichkeit der Iren wird Ihnen liberall 
begegnen. Wo Sie in Irland auch hinkommen, Sie sind jederzeit als Freund 
herzlich willkommen. 
Gll!ncolu mcil le. Co. Ooneg!II 
Kyleroore Abbey, Cu. Galway 
• 
DUl1IllOW ea;:;1. Co. Wttt l'll'bd 
• 
Irl and ist als wahres Golferparadies international bekannt. Spielen Sie eine Partie 
auf einem del' 366 GolfpliHze, von denen einige zu den besten del' Welt zi:ih len. 
Auch Anfanger sind herzlich willkommen . 
Irland bietet fUr Ihren Url aub alles. Was immer Sie unternehmen mochten, 
reiten, wandern, sege ln, bergsteigen, tauchen, radwandern, windsurfen odeI' 
golfen, aHes ist moglich. Irla nd erwartet Sie, und Sie konnen dort all es erwarten. 
Sie konnen so vie I unternehmen, wie Sie mochten. Genauso gut konnen Sie sich 
einfach zurucklehnen, sich Zeit fur ein neues Such oder ein Gespriich mit Ihrem 
Nachbarn nehmen. Oder mal einfach in den Tag hineintriiumen. 
Starten Sie zu einem gemutlichen Einkaufsbummel, den Sie mit einem leckeren 
Essen in einem der vielen guten Restaurants kronen . Um dann den Tag in einem 
traditionellen Pub bei irischer Musik ausklingen zu lassen. Vielseitig ist auch das 
Unterhaltungsangebot. Lassen Sie sich von bunten Festivals und kulturellen 
Veranstaltungen anregen: Ob ein Film-, Jazz- oder Austern-Festival, Irland ist 
immer ein Erlebnis. 
• 
Almendix 4c: Calculation Tables 
Table 1.: Importance Ratings Calculation Table 
Extremely Very Neutral Not Very Not at all NB MEAN 
Important Imllortant Important Important rating NB* 
1. Landscape & 658 291 61 13 12 1535 1.483092 
Countryside 
2. Weather & 37 III 430 324 133 3510 3.391305 
Climate 
3. History & 173 380 347 9G 39 2553 2.466667 
Culture 
4. Special 103 156 310 264 202 3411 3.295652 
Interests & 
Hobbies 
5. Friendly People 333 484 171 26 21 2023 1.954589 
6. Contact witb 276 3.98 281 51 29 2264 2.18744 
tbe Irish 
7. Sporting 56 103 265 305 306 3807 3.678261 
Activities 
8. Study! Learn a 93 173 3 19 235 215 3411 3.295652 
Language 
9. Rest & 201 332 303 132 67 2637 2.547826 
Relaxation 
10. Music & Art 174 314 343 127 77 2724 2.631884 
11. Shopping 20 100 315 324 276 3841 3.711111 
12. Accommodation 85 224 384 217 125 3178 3.0711531 
13. Food & Drink 84 236 389 213 113 3140 3.033816 
14. Value for 27 147 360 265 236 3641 3.517874 
Money 
15. Accessibility 32 lJ 3 400 246 244 3662 3.538165 
Total Level Score 2352 3562 4678 2838 2095 
Average Attribute 156.8 237.46667 311.87 189.2 139.66667 
Score 
"Mean Important Rating Score = Total scored for the attribute 
Total number of respondents 
Example: Landscape and countryside 1535/1035 = 1.483092 
344 
Table 2.: Satisfaction Rating Calculation table 
Completely Very Neutral Not Very Not at all Sat. A"erage 
Satisfied Satisfied Satisfied Satisfied rating Satisfaction 
1. Landscape & 699 292 34 6 4 1429 1.380676 
Countryside 
2. Weatber & 76 282 421 159 97 3024 2.921739 
Climate 
3. History & 180 488 338 20 9 2295 2.217391 
Culture 
4. Special 124 239 565 69 38 2763 2.669565 
Interests & 
Hobbies 
5. Friendly People 518 429 78 4 6 1656 1.6 
6. Contact witb 341 427 246 16 5 2022 1.953623 
tbe Irish 
7. Sporting 68 186 668 65 48 2944 2.844444 
Activities 
8. Study! Learn a 92 310 545 60 28 2727 2.634783 
Language 
9. Rest & 220 393 345 61 16 2365 2.285024 
Relaxation 
10. Music & Art 214 400 366 39 16 2348 2.268599 
11. Sbopping 87 255 498 139 56 2927 2.828019 
12. Accommodation 164 418 360 76 17 2469 2.385507 
13. Food & Drink 139 344 389 141 22 2668 2.577778 
14. Value for 20 89 384 295 247 3765 3.637681 
Money 
15. Accessibility 85 249 598 78 25 2814 2.718841 
Total Level Score 3027 4801 5835 1228 634 
Average Attribute 201.8 320.07 389 81.8667 42.2667 
Score 
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Table 3. : Impurtance and Satisfaction Scores 
I Importance Mean NB Satisfactioo Mean Sat Deviance Mean 
Rating Rating Rating Rating Deviance 
1. Landscape & 1535 1.483091787 1429 1.380676329 106 0.102415 
Countryside 
2. Weatber & 3510 3.39 J304348 3024 2.92173913 486 0.469565 
Climate 
3. History & 2553 2.466666667 2295 2.217391304 258 0.249275 
Culture 
4. Special Interests 34 11 3.295652174 2763 2.669565217 648 0.626087 
& Hobbie. 
5. Friendly People 2023 1.954589372 1656 1.6 367 0.354589 
6. Cuntact with the 2264 2.1874396 14 2022 1.953623 188 242 0.233816 
Irish 
7. Sporting 3807 3.67826087 2944 2.844444444 863 0.833816 
Activities 
8. Study/ Learn a 34 11 3.295652174 2727 2.634782609 684 0.66087 
Language 
9. Rest & 2637 2.547826087 2365 2.285024155 272 0.262802 
Relaxation 
to. Music & Art 2724 2.631884058 2348 2.268599034 376 0.363285 
11. Shopping 3841 3.711111111 2927 2.828019324 914 0.883092 
U. Accommodation 3178 3.07053J401 2469 2.385507246 709 0.685024 
13. Food & Drink 3140 30338J6425 2668 2.577777778 472 0.456039 
14. Value for Money 3641 3.517874396 3765 3.637681159 -124 -0.119807 
15. Accessibility 3662 3.538164251 2814 2.71884058 848 0.819324 
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Appendix 4d: Glossary 
The mean score is the average calculated by dividing the total value by the number 
of respondents. 
The mode the value of the most frequently mentioned value which is derived from 
the frequency count. 
The median is the 'halfway or 50%' quartile. This is the value thai falls halfway 
between the lowest and the highest value. 
The variance is the sum of the squared differences from the mean of each of the 
observations, and is a measure of dispersion. 
The squared deviation is the square root of the variance. 
The standard error of the mean is the standard deviation of the sample mean. 
Skewness measures the departure from symmetry implied by a normal distribution. 
In a normal distribution, the mean, the mode and the median coincide. If however 
this does not occur the sample is said to be skewed. The measures of Skewness are 
derived from (mean-mode(or the median»/ standard deviation. As a rule of 
thumb the moderate degree of skew has a value of -1 to + 1. The sign denotes 
whether the tail of the distribution is to the left or the right. 
Kurtosis is a measure of the 'peakedness' of the distribution. A curve can have a 
value of, ~= normal, <t= flat, or > I = ' peaked '. 
Significance Level = 100-level of confidence - 100-higher level of confidence nearer 
to ' 0' . E.g. 100-95% confidence level = 5% or 0.05 significance level. 
Degrees of Freedom Number of independent observation - the standard deviation of 
the population, e. g. 1,035 - standard deviation of 1, 035 . 
(Harper, W. M. ,1991; University Computing Service, University of Leeds 1995; 
SPSS, 1993; HELP in SPSS Computer Package for Windows, 1998.) 
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